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SAMSON SPOT — known to dealers, architects, builders, and home 


owners, for nearly half a century, as the most durable material for hanging 
windows. Made for longest possible wear in running over pulleys or in 
any use requiring smooth, strong, solid braided cotton cord. Guaran- 
teed free from imperfections. Samson Spot Cord is marked with a 
succession of colored spots (any color), which with the words 
“Spot Cord” are both trade-marks (Reg. U. S. Pat. Off.). 


PHOENIX — Next best value to Samson SS} oe) aan Oke) ae 
and known to the trade for nearly as long. An excellent 
cord for use where the best is not needed. Uniform, 


strong and durable. Good for clothes line and Se 
general use as well as for hanging windows. os 
AETNA — The best cord at a low price. ~~ . 
All yarn throughout, with no loading og : 
to increase weight and decrease dura- 


bility. Smooth, firm and tough. 





balanced windows use good sashcord 


A / sale 
To obtain perfectly and permanently me 
and suitable weights and pulleys. fs 
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ieiaciiiiaiiiiiiiiai display units 
for wall, counter, or table put Wooster 
Brushes right out in front, selling — 
where they meet the eye of every cus- 
tomer. Every brush your customer 
might need is arranged so that selec- 
tion is easy. Wooster’s condensed line 
of twenty-six items reduces brush in- 2 
ventory. Fast-moving items insure 
rapid turnover and quicker profits. 
THE NO. 10 WOOSTER The Wooster jobber’s salesman will 

VARIETY VENDER be glad to show you how you can go 
Ask the Wooster jobber’s sales- places with Wooster. 


man to explain the Wooster 





3-point Merchandising Plan. 
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THE WOOSTER BRUSH CO. © WOOSTER, OHIO 
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1§ A BOOST FOR BUSINESS 
WITH THE YALE 506 AIRLINER 







Keep the screen doors in your neighbor- portunity to make money: sell your cus- 
hood quiet — and your cash register busy tomers on protecting themselves from the 
— by getting your customers to install the nuisances of noise and insects — all the 
new YALE 506 Airliner Screen Door Closer. troubles that come when doors are un- 

The approach of summer means this op- controlled. 








FOR SCREEN DOORS (AND COMBINATION DOORS NEXT FALL) 


7 IMPORTANT SALES POINTS 


1. Smart, modern appearance 
2. Quick, silent closing 
(pneumatic type—helical spring) 
3. Easy to install and adjust 
(reversible hand, single adjustment) 
4. Stays clean (spring is covered) 
5. YALE quality materials and ei 
6. Moderately priced 
7. Solid brass cylinder 


THE NAME 
Sell Quiet 
Comfort 


TRADE MARK Frecdom from insects 
J. YALE 506 Airliner 


Your jobber has a stock of the new YALE Air- 


H E L P S$ M A K E T H E S A L E liner Screen Door Closers. If not, write direct to 


us, 200 Henry St., Stamford, Conn. 


















THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U.S.A. 
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ANOTHER tof Sar | 


BRILLIANT 


=e * Clipper 


WITH WEED CUTTER 


MOWER ONLY 
at ihe factory 


$76.50 


WEED CUTTER 



































THE LEADER IN 


e DESIGN 

e PERFORMANCE 
e DURABILITY 

e VALUE 





Introduction of the new “CLIPPER” weed cutter (now available as optional equip- 
ment at small additional cost) at once broadens the usefulness and efficiency of 
this already popular power mower for average home use. 


Dandelions, buckhorn, plantain and similar growths too high for the reel to catch, 
are now reduced to a proper height so the reel will cut them with the rest of the 
grass, leaving the lawn smooth and free from stems and unsightly growths. 


Quickly attached with two bolts and one set screw, it may be stored away when 
not in use. Graphited bronze type bearings require no greasing. Slotted holes at 
each end provide means for takeup of belt in case of slippage. Cutting blades 
are made from special hardened steel and the entire unit is strongly built to stand 
hard, continuous service. Tested for performance, this new weed cutter meets a 

definite consumer demand and will greatly 


PROOF OF COOPER VALUE enlarge the selling power of the “CLIPPER” 


mower, 


@ Enclosed reel bearings. © Timken FIRST in design, performance, durability re 
self-adjusting and value — Cooper power mowers offer i 
less sales resistance. Write or wire Desk J 

@ All-steel electric welded reel (3) 438 for NEW LITERATURE and name of 
nearest distributor. Al 


@ All clutches eliminated 


@ Enclosed chain and sprockets COOPER MFG. co. 


@ Briggs & Stratton 4-cycle engine 437 So. First Ave. MARSHALLTOWN, IOWA 





HARDWARE AGE 





This amazing record of long-time associa- 
tions between leading hardware dealers and 


Disston is evidence of loyalty. 


But, more than that, every one of these 
enterprising merchants has found that it’s highly 
profitable, year in and year out, to handle Disston 


saws, files and tools. 


Read what two of these 2111 top-notch 


hardware merchants say: 


“I am still handling Disston Saws and expect to as long 
as I am in business, and I believe that my father, an old 
veteran hardware dealer, and myself have made the 
Disston Saw the most popular line of saws in Western 
Arkansas. You can hardly sell a good carpenter any other 
brand of saw but a Disston.”’ 


George N. Goodier, Dardanelle, Arkansas. 


“We are still actively selling Disston Saws. . . in fact, our 
«- stock is Disston 100% . . . this is the case for only one 
reason, the desirability of the product to our customers.” 


The Roth Hardware, Champaign, Illinois. 


Are you eligible for the Disston 25-Year Club ? 
If so, write for application card. 












Are you missing your share of 
the advantages to be gained 
from ‘selling the Disston 
line? With the high quality 
of Disston products, backed 
by Disston prestige and 
Disston national advertis- 
ing, you can make 1941 your 
biggest year by the extra sales 
of Disston saws, files, trowels 
and other tools. See your 


Disston wholesaler today. 


























MYERS gives you 
SOMETHING to 
talk about 

----ADVANTAGES 


AYERS GIVES US WHAT 
OUR PROSPECTS WAN 










that will help you 
SELL MORE PUMPS 
and WATER SYSTEMS 
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Automatic Pressure Reg- 
: ulation « Easily Converted 


Lintase 
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For Deep Well Operation 
Should Well Conditions 
Change « Ejector Assem- 
blies For All Sizes of Wells 
* Can Be Located Away 
From the Well « No Mov- 
ing Parts in Well « Only 
One Moving Part « No Ex- 
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posed Moving Parts « 
Noiseless Operations 


Maximum Efficiency + No 





@ MYERS gives you everything Pounding, No Knocking « 
your prospects look for in an auto- 
matic water system—amazing econ- 
omy, abundant capacity, noiseless 
operation and outstanding perform- 
ance. And Myers gives you some- 
thing to talk about in the first REAL 
improvement to the Ejector Type 
Pump—A NEW AND REVOLU- 
TIONARY AIR CHARGING DE- 
VICE which ELIMINATES WA- 
TER-LOGGED TANKS and LENGTHENS LIFE OF PUMP 
AND MOTOR. Other improvements make it possible for the 
Myers Ejecto and Multi-Flow Ejecto Pumps to give MORE 
CAPACITY with LESS HORSE POW#R—MORE CAPAC- 
ITY from GREATER DEPTHS—MORE CAPACITY at 
LOW FIRST COST and MORE CAPACITY at LOW OPER- 
ATING COST. 

The already proven and accepted Myers Ejecto Pumps give 
your prospects everything they look for in a water system... 
that’s why they want them and are going to buy them. Why 
don’t you sell them. Write for catalog and details. 


THE F.E.MYERS & BRO.¢co: 






No Radio Interference 















¢ Pleasing Appearance « 
Modern Styling. 












- - - New, Exclusive 
Air Charging Device / 





























ASHLAND, OHIO 


PUMPS — WATER SYSTEMS — SPRAYERS ~HAY TOOLS - DOOR HANGERS 
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But You Can Still Get This 


STANLEY 
CABINET HARDWARE 
DISPLAY 






Don‘t miss this opportunity to put yourself in the profitable 
Stanley Cabinet Hardware business. Attractive blue-and-ivory 
display, supplied with a stock of fast-selling items, measures 
only 12” wide x 14” high, yet displays 17 different mounted 
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THE TIME'S SHORT! 


From Your Jobber In Time For 
National Hardware Open House! 
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it ! For ter or window. Shows Stanley Cabinet Hard- 
ware in chromium and nickel finishes and ‘“Multichrome” 
(colored inserts). Order from your jobber! The Stanley Works, 
New Britain, Connecticut. 
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TRADE MARK 
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GARDEN HOSE 
6) a. so | 


BOSTON NOZZLE 


The fullest water delivery 
of any nozzle made. A 
complete shut-off or “‘a 
stream, spray or mist with 
a turn of the wrist.’’ Two 


sizes, 34°’ and 1” 
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BULL DOG - 2 Braid 


None better made because no one can 
make a better hose. The most critical buyer will find 
nothing to criticize in Bull Dog. Made in two sizes, 
¥e"" and 34"; and in two lengths, 25 and 50 feet, with 
husky nickel-plated couplings. Also in continuous lengths 
approximately 500 feet to the bale and 250 feet to the 
half-bale. 

A look tells the story. It’s the look deluxe for cartons 
and shipping containers. A container holds five 50-foot 
lengths or ten 25-foot lengths individually cartoned. Also 
shipped in bales containing five 50-foot lengths or five 
25-foot lengths, each length paper-wrapped. 


VIGILANT - 2 Braid 


Supreme in its grade because in physical construction 
it is next only to Bull Dog. Built like a cord tire. Made 
in three sizes, /2", 4”, and 34”; and in two lengths, 
25 and 50 feet, with sturdy, nickel-plated couplings. 
Also in continuous lengths approximately 500 feet to 
the bale and 250 feet to the half-bale. 


They stop, look and listen when they see this 
one. Also in two styles of packages like 
Bull Dog. 
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ECLIPSE NOZZLE 


Runner-up of the Boston 
Nozzle. Packed 12 in a 
corrugated mailing car- 


CHALLENGE NOZZLE 


Made for a demand that it 
will pay you well to meet. 
Packed 12 in a corrugated 
ton, 12 dozen in a ship- mailing carton, 12 dozen 


ping case. in a shipping case. 
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BWH GARDEN HOSE for ATTENTION! INTEREST! ACTION! — 


“A CONSTRUCTIVE IDEA— AND YOU'VE GOT EVERYTHING” 


> In @ complete, end senger —s <ongew ons sewage peoas sar meer adroit merchon- 
~-. dising, sound sales stra | alert adyértising; all standordized for bigger, easier 
-. business at a better profit. brass ase cock eocianed to aes & acfioiés Deeaam 
© each with conspicuous in and , and the four covering all garden 
> hose requirements; adept aging stocking and display; vigorous sales stimulation 
“by national promotion ; oll in one. | 
When this line — the goods, ond the to sell the a investment, o lower carrying charge, 
Se: a dren etait as geen kerr | 3S 
we ¥ 
















Fo the Popular Trade See 
VIXEN-1 Braid qumeremmmmml 


For the popular trade because it meets 
the popular price. Furnished in two 
sizes, ¥"’ and 34"; and in two lengths, 
25 and 50 feet, with nickel-plated couplings. Also in 
continuous lengths approximately 500 feet to the bale 
and 250 feet to the half-bale. 


Pretty snappy? You'll say so when you see the sales of 
this sprightly hose item. The hose in cartons comes in 
shipping cases containing five 50-foot lengths or ten 
25-foot lengths. 


For the Price Parade 
TIGER -1 Braid 


For the price parade because it is a real hose honestly 


neater 


made. Built in one size only, %”, but in two 
lengths, 25 and 50 feet. Also in continuous lengths am 
approximately 500 feet to the bale and 250 feet Sad 


to the half-bale. 


Not particularly dressed up but certainly hos a 
place to go — and it goes there! Shipped only 

in paper-wrapped bales containing five 50- 
foot lengths or five 25-foot lengths. 


Hew COME-BUY DISPLAY 


sure to 
on this 
display for 
the Boston 


Nozzle for 
1941. 
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LEADERS in their FIELD” 


@ First to be Wrapped and 
SEALED in Cellophane. 


@ Perfect Adhesiveness and Tensile 
, Strength. 





© Strong Distinctive Green Core. 


© Colorful Attractive Boxes. 
f Sold Exclusively Through 





Distributing Wholesalers © A Company in the Insulation 
Business Since 1878. 


HAZARD INSULATED WIRE WORKS 
DIVISION OF THE OKONITE CO. a 
Wilkes-Barre, Pa. bd 

Offices in Principal Cities 
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TRUE TEMPER 
DYNAMIC HAMMERS 


Patented design gives greatly in- 
creased efficiency—improved utility 
—ultra attractive appearance—per- 
fect balance. 


The first hammer to be scientifically 
engineered. The weight is centered 
exactly behind the point of impact. 
Full force of each blow is exerted 
on the nail being driven. Efficiency 
is thus increased up to 25%. 


Degree of claw curve is scientifically 
calculated to give increased lever- 
age in pulling. All edges rounded 
to prevent marring of finished work. 


Hammer Head—Forged under 
80,000 pounds pressure from tough- 
est, fine grained hammer steel, heat 
treated and tempered. 


Finish—Satin smooth rustless black 
—an entirely new value in hand tools. 


Handles— Finest select, all white 
hickory with butt beveled grip in 
improved professional design. 


D16—True Temper Dynamic Nail 
Hammer, 16 oz.—$1.40 each 


DR18—True Temper Dynamic Rip- 
per Hammer, 18 oz.—$1.50 each 


VULCAN 
DYNAMIC HAMMERS 


Illustrated on the right. Design, 
quality of steel and features of 
superiority are exactly as described 
under True Temper Dynamic. Con- 
struction differs in two respects only. 


Finish—The Vulcan Dynamic Ham- 
mer is finished in penetrated rustless 
black—the finish that has won 
nation-wide acclaim as a most prac- 
tical and enduring finish. 


Handles—Made from selected, ultra 
tough hickory. Fire Hardened finish. 
Actual flame hardening protects the 
wood. Gives a beautiful brown color 
and the feel of a hand-rubbed finish. 


No. VD16—Vulcan Dynamic Nail 
Hammer, 16 oz.—$1.00 each 


No. VR18—Vulcan Dynamic Ripper 
Hammer, 18 oz.—$1.25 each 


Ly the Makers of 


HAMMERS 


(a) 
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TRUE TEMPER Dynamic Hammers—designs patented—are advertised in The Saturday Evening Post, Country Gentleman, Popular 
Science, Better Homes and Gardens, as well as other national magazines. They excel in consumer acceptance as well as utility and value. 


Copyrighted 1941, The American Fork & Hoe Co., Cleveland, Ohio 








HATCHETS 


The four hatchets shown on this page 
are today’s largest selling new hand 
tools. 


NO. TA, THE TOMMY AXE 


Patented Dynamic Design. Combines 
the utility of heavy hatchet, hammer, j 
and light axe. Keen edged perfectly 
tempered blade. Powerful driving 
head and forged milled claws give 
it unequalled efficiency for driving, 


~ 


for pulling nails, and for ripping. aed Wi 
Forged from finest axe steel. Satin Semmeed 
smooth rustless black finish. Handle, econ 
select all white hickory—new pro- foal 


fessional design. Price each, $1.50. 
Genuine saddle leather sheath, $.65. 


NO. TH, THE TOMAHAWK 


Patented Dynamic Design. An ultra 
efficient belt axe. Thin, keen, deep 
blade bites like a hungry lion. Per- 
fect balance. Forged from finest axe 
steel, finished in satin smooth rustless 
black. Handle is select all white 
hickory. Improved professional de- 
sign. Price each, $1.50. Genuine 
saddle leather sheath, $.45. 





NO. DH, THE DYNAMIC HATCHET 


Patented Dynamic Design. Perfect 
balance. Scientifically engineered so 
that point of impact is centered in 
both blade and driving head. A 
mechanic's hand tool that meets with 
enthusiastic reception. Thin, keen, 
deep blade is forged from finest 
hatchet steel. Satin smooth rustless 
black finish. Handle, select all white: 
hand-shaped hickory. Improved pro- 
fessional design. Price each, $1.50. DH 


NO. HFE1, THE FLINT EDGE HATCHET 


The finest improved half hatchet. 

The Flint Edge biack penetrated 

finish has proven to be the most 

practical and durable finish ever 

used on axes. It has equal utility and 

value on this hatchet. The True 

Temper Flint Edge is forged from 

finest hatchet steel—fitted with a 

selected ultra tough hickory handle 

that is Fire Hardened. Actual flame 

hardening seals and closes the pores 

of the wood—protects it against 

decay, moisture, insects. Gives it a 

beautiful brown color and the feel of HFE } 
a hand rubbed finish. Price each, 
$1.40. 








Produced only by the Makers of 
« chee ; a f 
a, " a rr, we ry 2 4 
The TRUE TEMPER Dynamic Hatchet, Tommy Axe, and Tomahawk (designs patented) are advertised in The Saturday 
Evening Post as well as outdoor and craftsmen’s magazines. More than 10 million consumers read about them regularly 


Copyrighted 1941, The American Fork & Hoe Co., Cleveland, Ohio 
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TO MAKE YOUR “OPEN 
HOUSE” A SUCCESS! 
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| (Above) YOURS FREE FOR THE ASKING! New Carborundum Master-Display No. 988 
is an ideal all-season “back-drop” for window displays of Carborundum Brand Abrasive 


Products. 


31” wide by 214" high. Order now! 





2 FARMERS’ FIRST CHOICE. Colorful, 

attractive display box helps sell famous 
“57” File to farmers. Known everywhere as 
the file that does 101 jobs and costs only $1. 
Sharpens edged farm tools in a jiffy. 


‘sbowe 


and ALOX 


_. CARBORUNDUM 








 G Better Cdge---2uicher, C 


FAST CUTTING:+- TIME SAVING 
(oe SS 





3 OTHER POPULAR ITEMS. Attractive 
counter salesman to catch the eye of every 
farmer or gardener who enters your store. 
No. 722 display comes free with assortment of 
popular Scythe Stones and famed ‘‘57”’ File. 
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Allows you to show related products (tools, cutlery etc.) in am attractive way. 
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A STOPS EVERY HOUSEWIFE. Attrac- 

tive display carton furnished with each 
half dozen No. 66 Knife Sharpeners. Easy- 
to-sell sharpeners have colored handles. 
Retail price 35¢. 
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gp POCKET HONE rings cash register. 

Put this display next to cash register and 
make more sales all year ‘round with these 
handy 20-cent hones. It’s the No. 149 dis- 
play. 12 Stones mounted on attractive card. 









@ Make your window and counter 
space pay its way! These attractive 
displays will not only help you sell 
more Carborundum Brand Abrasive 
Products but will also boost your sales 
of related items like cutlery and edged 
tools. Place your order now! 
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fa EYE-CATCHER builds sales. This 4-color 

metal panel with strong easel back can be 
used on counter, hung on wall or in window. 
12 combination stones. Ask for No. 10. 








THE CARBORUNDUM COMPANY 


REG. U.S. PAT. 


ore 


Niagara Falls, N. Y. 
Sales Offices and Warehouses in New York, Chicago, Philadelphia, Detroit, Cleveland, 
Boston, Pittsburgh, Cincinnati, Grand Rapids 


( Carborundum and Aloxite are registered trade-marks of and indicate manufacture by The Carborundum Company ) 











JOT DOWN THESE PROFITABLE APRIL SALES HINTS 


With Changeable Weather—A New Automobile Season— 
And Fishermen Reaching for Their Rods... 


DISPLAY TAYLOR INSTRUMENTS! 








To give car owners a new motoring sensation, this 
Taylor Auto Altimeter is the answer 





> Tells how high the hills 
. . how deep the valleys. 
Easily attached any- 
where in the car... and 
in a jiffy (only sixty sec- 
onds). Cased in hand- 
some walnut plastic with 
chromium trim. Three 
models for varying alti- 
tude cénditions. No. 
WM 2068-C, ranged to 5,000 
feet; $5.* No. 2068-D, 
ranged to 10,000 feet; 
$6.* No. 2068-F, ranged 
to 15,000 feet , $7.50*. 





Fisherman’s Barometer and Taylor Fishing Thermometer 
now and during Nat’! Fisherman’s Week, April 26toMay 3 





> Barometer helps make 
“Fisherman’s Luck" a 
sure thing. Tells when fish 
will bite or just sulk along 
the bottom. For either fresh 
or salt water fishing. Model 
2280-F, for fishing at alti- 
tudes to 3,500 feet at retail 
$5.* 2280 F-HA, foraltitudes 
over 3,500 feet, at retail $6.* 
Taylor Fishing Thermom- 
eter tells where fish are. 
Complete with pocket clip, 
retail, each $1*. 











Customers will thank you for selling them this Taylor 











of comfort 


Taylor Indoor Thermometer 
To help keep inside of house com- 
fortable. Easy to read. Comes in 3 
colors. No. 5112. Retails at $.50*. 





Taylor Baroguide 


Shows barometric changes. Has 
altitude adjustment for setting 
up to 3,500 feet. Blue cast-phenol 
case. Silver metal dial. Fleetwood 
Model. No. 2287 —retail each $5.00*. 














14 


indoors and out 


Order now from your wholesaler. Taylor Instrument 
Companies, Rochester, N. Y. and Toronto, Canada 


Taylor Window Thermometer 


Tells how to dress outdoors. With 
bracket and fittings to attach outside 
the window, No. 5316. Retails at $1.00*. 


Taylor Stormoguide 


Predicts weather 12 to 24 
hours ahead. Helps tokeep a 
check on the weatherman. 
Fairmont Jr. Baroguide 
Combination offers Barom- 
eter, Thermometer and 
Humidiguide in one case. 
No. 2289. Retails at $10.00*. 





*Prices slightly higher west of the Rockies and in Canada. 
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“ONE MORE MOSQUITO ~AND MAYBE 
HE‘LL SCREEN THAT PORCH" 
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HE decision to buy screen cloth 

usually comes upon a customer 
suddenly—with the zing of a mos- 
quito bite or a sharp reminder from 
the lady of the house, who has waited 
too long for screens to be fixed. 

So now is a good time to let cus- 
tomers know that you carry a good 
line of screen cloth. Put a display of 
Cyclone “Red Tag” Cloth in your 
window and on your counter. Use our 
display card inside the store. And 


2 
r 
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be sure to remind customers that you 
sell U-S-S Cyclone Screen Cloth. 

Why Cyclone? Because it’s easier 
to sell a product that is famous for 
quality. And years of advertising 
have made the Cyclone name well- 
known. So show customers the 
Cyclone “Red Tag” that is attached 
to every roll. 

Cyclone Screen Cloth comes in gal- 
vanized, black, copper and bronze, 
in all the standard meshes and widths. 


**It’s Cyclone’’ and it helps 
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POINT TO THIS TAG — /t says 
make sales. 


Be sure you have a good supply. 
Order from your jobber—now. And 
ask him, or write us, for displays and 
other material we provide free to help 
vou get more sales. 
CYCLONE FENCE DIVISION 
(AMERICAN STEEL & WIRE COMPARY) 
Waukegan, Ill. 

Branches in Principal Cities 

United States Steel Export Company, New York 


LAWN FENCE - GATES HARDWARE CLOTH 
SCREEN CLOTH WIRE MATS 


RUBBISH BURNERS 
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THE STULIZER SHOWS ME COLORS 


THAT LOOK SMART WITH OUR PRESENT 


FURNISHINGS 
YES- 


AND DAD SAYS 


THE SVIZ/ZER snows 
HIM HOW TO SAVE MONEY 






















Lowe Brothers dealers everywhere 
already acclaim the Stylizer the perfect 
paint fashion selector and the paint- 
selling sensation of '41. And here’s why. 
The Stylizer does three big and im- 
portant jobs— 


1. It recommends wall and ceiling colors 
to harmonize with existing furnishings. 


2. Wt suggests color treatments which are “a A 
in keeping with today’s trends. 


rs 


IT’S THE PAINT-SELLING 
SENSATION OF ‘41 


3. lt makes easy the selection of the best 
painting materials for the job. 





Yes, the Stylizer és the only paint selector 
in the industry which keys its recom- 
mendations to colors which exist in the 
room. It’s tops for dealers because it 
selects colors easily and accurately and 
helps them to close sales quickly. And, of 
course, it is available exclusively for use 
by Lowe Brothers dealers—both inside 


and outside their stores. 
What's more, this Stylizer ties in with OWE 


Lowe Brothers traffic-tested program 
featuring Mello-Gloss, now better-than- MELLO-GLOSS 
ever in °41. Lowe Brothers Mello-Gloss 

campaign combines showmanship with SEMI-GLOSS WALL PAINT - 


a sales-making “pull” of color, style and 











action, and that means more and bigger First for Modern Style (agi 
paint sales for you—if you write today and Washable Wear, 

for details to: Now Better-Than-Eve 

THE LOWE BROTHERS CO. Today, Lowe Brothers better-than- 

* * * DAYTON, OHIO «*« * «* ever Mello-Gloss has improved easy- 


flowing, hiding and non-fading 
qualities. What’s more, Mello-Gloss, 
the semi-gloss wall paint, is first for 
modern style and washable wear. 

















18 HARDWARE AGE 


































































































































































































































































Pittsburgh QB 
Pittsburgh dealers can supply their customers from the most com- 
plete line of Close-Mesh Welded Wire Fabrics ever offered! For there 
are 7 meshes, 5 Gauges and 6 Widths to choose from—a range of 
meshes and weights totaling 84 stock items, to meet nearly every 
consumer requirement. In addition to this completeness of line, only 
Pittsburgh Close-Mesh Fabrics have the smooth, firm one piece weld- 
ed construction, long-life copper-bearing steel and pure zinc coating 
applied by the hot “charcoal wipe” process. These fabrics may be 
cut to any size or shape yet will not ravel out. Meshes from 1” x 1” 


to 2” x 6"; gauges from 11 to 16; widths up to 60” and 72”. For 
more sales in 194}, stock this complete line of a thousand and one uses! 


PITTSBURGH STEEL COMPANY 
1621 GRANT BUILDING PITTSBURGH, PA. 


Pittsburgh Fences and Fabrics 






i : nce line includes 
anager (ere Fence in Welded- 
pan Hinge-Joint and a 
pone + beautiful ornemen® 
st Fence, Flower — 
Chain Link Fence- Pittsburgh por 
ed Poultry Fences = — ont 

advantages because OF a — 
gauge instead of 
14%) and close 
By) accurately spaced 
9 bottom line wires 
that stay put be- 


BS 

ee 
ot 2"? cause of welded 
Hi yh construction. Full 



















f inform ation on 
request. 
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Everything You Need to Know 
About BUILDERS’ HARDWARE 






NOW! 


For the First Time 
in Permanent 
BOOK FORM 







TONtuwa 






awa 






This is your only source of 
complete, authentic, easy-to- 






read information on all phases 
of BUILDERS’ HARDWARE 
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a If you are one of the many hardware men who have always 
wanted to know more about Builders’ Hardware—and how to make 
more profit from its sale—but could not, because of the lack of 
information on this subject—“*TAKING THE MYSTERY OUT OF 
BUILDERS’ HARDWARE” is the book for you. 


Here are some of the features and 
profitable ideas in this book that will 
mean more dollars for you! 

220 pages—page size 8!/2 x I1'/2 inches— 

cloth bound to withstand hard usage. 

How to bring prospects into your store. 

Suggestions on making bids that will mean 
more sales and profits to you. 

How to cash in on the sale of replacements 
and “follow-up” items. 

A wealth of specific information on equip- 
ping public buildings. 

Nine comparative charts which show you how 
to match different items. 

A working Blue Print, size 25 x 11'/2 inches, 
Glossary of more than 300 Technical Build- 
ers’ Hardware Terms, Cross Reference In- 
dex, etc. 

Over 600 Illustrations, Charts and Diagrams. 


ORDER YOUR COPY NOW 


Prepare yourself for the opportunities a 
thorough knowledge of Builders’ Hardware 
offers you to increase your earning power. 


GOOD BUILDERS’ HARDWARE MEN ARE SCARCE. 





















You will get the benefits of the author’s, Adon H. Brownell, life- 
time experience in successfully selling, buying and manufacturing 
Builders’ Hardware. You will be shown how to quickly and easily 
set up a Builders’ Hardware department capable of servicing all the 
needs of your community from the average h to schools, hotels, 
office buildings, churches, apartments, etc. 





You'll also be shown how to read blue prints, and to specify jobs; 
how to work with property owners, contractors and architects; how 
to use Builders’ Hardware to increase sales in your other depart- 
ments. This book will bring you all you need to know about this 
profitable, basic hardware line. 


The experienced Builders’ Hardware Engineer will want this book 
for its use as a handy reference work. e beginner will want it 
as a text book to use as the only complete home study course in this 
subject ever published. 











Your clerks, too, should have this new book. They will become 
more valuable to you and more valuable to themselves by reading 
and studying it. 








maAtTL 7THwEiSs coOuPoOonN TODAY 
HARDWARE AGE 


100 East 42nd St., New York, N. Y. 
. copies of “TAKING THE MYSTERY OUT OF BUILDERS’ HARDWARE” by Adon H. 





4-17 


Please send me 


Brownell. I will pay the postman $3 each, plus a few cents postage. (Canada and Foreign Countries $3.50.) 
NAME FIRM 
ADDRESS CITY STATE 


Lj Check here if you enclose payment, in which case we pay postage. 
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c#- neat 


In Bor-loc*, you’re offering your cus- 


tomers the trimmest, neatest tubular 
latch that has ever come their way! It’s 
a marvel of simplicity and compactness: 
ingeniously designed so that a one- 
eighth turn of the knob fully retracts 
the bolt. Bor-loc is rugged and rust- 
resisting — quality built to last as long 
as the door! 

Installation can be handled in one- 
quarter of the time required for the 
ordinary mortise lock. A hole bored into 
the edge of the door, a second hole for 
the spindle, and a slight recess for the 
face plate complete the oper tion. 

Bor-loc is built in two types: latching, 
for doors that need not be locked, and 
locking, for bedroom and_ bathroom 


*BOR-LOC REG. U.S. PAT 


Dorloc 


7;,, AND PROFIT 


doors that require securing only from 
the inside. Locking type is furnished 
with an emergency key. 

Bor-loc gives you a natural chance to 
sell Patrician. When you show Bor-loc, 
show these plastic knobs; tell your cus- 
tomers how they accent the decorative 
scheme of their homes. Seven colors are 
ivory, black, blue, green, 
in plain and 


available 
yellow, red, and orchid 
turned knob bodies. Metal tops for 
these knobs can be obtained in several 
patterns and finishes. 

Patrician bodies and tops are inter- 
changeable. From your stock of colored 
knob bodies and metal tops you can 
offer personalized fittings for your cus- 


tomers’ doors — practically tailormade 


to their order —and without waiting! 

These are only two of the many mod- 
ern developments Lockwood has con- 
tributed to builders’ hardware. We are 
advertising Bor-loc to leading archi- 
tects all over the country full pages 
in full color in architectural publica- 
tions. We should like to tell you more 
about both Bor-loc and Patrician. 

Lockwood Hardware Mfg. Co., Di- 
vision of Independent Lock Company, 
Fitchburg, Massachusetts. 

yr? 

Liberal use of plastics in builders’ 

hardware will release important metals 


for defense production. Lockwood is 
ready! 


ANOTHER DEVELOPMENT IN 


LOCKWOOD 


BUILDERS’ HARDWARE 
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A real reference 
book and sales 
manual for buyers 
and retail salesmen! 












PADLOCKS 


















The biz ILCO line offers a real 
choice to your customers. Pin- 
tumbler and disc-tumbler cylin- 
der padlocks, single and double 
locking; all sizes, in attractive 
finishes. Sales-making display 
board available! 

















CABINET 
LOCKS 


This ILCO line includes a 
wide range of dependable 
locks, in various sizes and 
finishes, for drawers, cab- 
inets, wardrobes, desks— 
any sort of storage com- 
partment. Easily installed. 
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ATALOG) 


puts more success 
into your selling! 


More than a new catalog . .. it’s a brand new product are the important sales points—pick- 
idea in the hardware field! You'll find it the ed out for ready reference! Special introduc- 
most thoroughly useful catalog that has ever tory sections for each group of products give 
come into your store! you the right answer for customers’ questions! 

It covers the whole ILCO line for you... Colored er to move goods off your 
with full details, pictures, tables, and charts. shelves—and ideas for using them in special 
And it’s so clearly arranged that you can find promotions—are all part of this great catalog! 
exactly what you want to know—instantly! It’s a manual for better, easier selling. It’s 


But it does a whale of a | 


ot more for you built from cover to cover for use every day 


than that. It’s loaded with merchandising to help make ILCO the most profitable line 


ideas to send your sales up. 


New York City 
25 Warren Street 


Philadelphia, Pa. 
5 


23 Commerce St. 


Los Angeles, Calif., 406 


NIGHT LATCHES 


ard, modern and streamlined. 


TUBULAR 
SCREEN DOOR 
LATCH SETS 


and lever tight on threaded 
spindle. Dull or polished brass 
trim, and steel trim with special 


dull brass finish. 
























ILCO night latches are known 
for quality construction along 
with attractive styling and finish. 
Big line includes jimmy-proof 
deadlatches in all sizes. Stand- 


New! Improved! And priced 
right for quick sale! Patented 
Dardelet set screw keeps knob 


rustproof Parkerized black or 


Alongside each you've ever handled! Write for information. 


ranches in all Principal Cities, including: 
Boston, Mass. Baltimore, Md. Detroit, Mich. 
207 A Street 611 No. Eutaw St. 2109 Cass Ave. 
Pittsburgh, Pa. Chicago, Ill. San Francisco, Calif. 
212 Third Ave. 555 W. Randolph St. 121 Second Street 


Wall Street Seattle, Wash., 568 First Avenue, S. 


gs 


KEY CUTTING MACHINES 


ILCO offers a complete range 
of improved types, all built for 
fast, extremely accurate key cut- 
ting. ILCO maintains an extra 
large stock of key blanks of all 
types for immediate shipment. 








SCREEN AND 

STORM DOOR CLOSERS 
Four outstanding models that 
you can sell at a good profit, 
summer and winter, year in, 
year out! Built with the features 
your customers want in these 
closers. Den.onstrating displays 
for fast merchandising. 
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AUTOMATIC 
KEYHOLE LOCKS 
Display allows cus- 
tomers to see how 
this little device 
gives pin tumbler 
protection to ordi- 
nary mortise locks! Display them 
—they will move off your count- 
er fast! 











LIQUID DOOR CLOSERS 


The model shown heads up a 
fast-selling line of door closers, 
famous for their quality, depend- 
ability under hard usage, and 
downright practical construction. 
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G-E ‘‘DIAL-THE-FABRIC’”’ 
AUTOMATIC IRON 
Cat. No. 119F115 


. Streamlined. 

. “Dial-the-fabric” heat control. 

. Compensating thermostat. 

. Moulded handle and thumb rest. 

. Fast heating Calrod unit produces even soleplate iron- 


ing temperature. 


. Button nooks to save buttons. 

. Chromeplate finish, attractive, durable. 

. Heel rest to save lifting. 

. Long-life cord set, moulded rubber plug. 
10. 
11. 
12. 


1000 watts for faster ironing. 
Weighs only 41/4 pounds. 
Price $8.95. 


G-E ‘‘MET-L-TOP” 
IRONING TABLE 
Cat. No. 78X512 


. All metal — will last a lifetime. 
. Lightweight — warp-proof — fireproof. 
. Vapor-vented — vents carry off steam and aid in faster 


ironing. 


. Patented folding legs — fold easily without adjustment. 
. Rigid construction — standard size. 
. Price $5.95. 


GENERAL (4) ELECTRIC 


BRIDGEPORT, CONN. 


1941 








ONTARIO, CALIF. 


























COMPLETE 
ADVERTISING PROGRAM 


THIS OUTSTANDING OFFER 









is backed by a complete adver- 
tising program which includes: 
Broadside, Cat. Pages, Folders, 
Handbills, Pennants, Displays 
and Newspaper Ad Mats all of 
which are included in the Spe- 
cial Money-Maker Promotional 
Package. 


See your G-E Distributor at 
once to tie in with this com- 
plete merchandising offer. 




























@ Consistent, powerful advertising the 
year around and throughout the years has 
packed the name “Thermos” with profit- 
able sales appeal. Your customers know 
Thermos. Nearly all of them ask for and 
want ‘“Thermos’’ when buying vacuum 
bottles. Show them this famous trade-mark 


fa 


HINT abaAaAnaRaMaRMAnnnnmnnnt: “gy Py 


- 
= 


on the bottom of all Thermos brand vacuum 
bottles. It helps you sell. . . . An extensive 
program of Thermos national advertising is 
spreading the fame of the “Thermos” name. 
You'll see (and will profit by) Thermos 
advertising regularly in Time and Woman’s 
Home Companion throughout the year. 
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THE AMERICAN THERMOS BOTTLE COMPANY + NORWICH, CONNECTICUT 
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The new Lamson Lock Nut keeps assemblies tight 
which are subject to severe vibration or shock. 
Locking crown grips bolt thread like a vise. One- 
piece design. Can be used repeatedly. 


The Weather-tight Bolt is for wood construction. 
Head of this bolt sets flush with surface of wood 
without counter-boring. Prevents moisture seepage 


beneath head and from nut end as well. Tapered 
splined shanks prevent turning when nut is applied. 








®@ Perhaps you never heard of them before, but here are four 
specialties among bolt and nut products made by Lamson & 
Sessions which you can sell—a new source of profit you 
never had before. One of them is the Lamson Lock Nut— 
another the Dardelet Rivet bolt, both of them for steel con- 
struction and assemblies. Then there is the Lamson Weather- 
tight bolt for wood, and the Lamson Speedmerchant— the 
latter a merchandising unit that enables you to keep the 


LAMSON & 
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A NEW PROFIT TO YOU 








Dardelet Rivet Bolts supplant rivets in structural 
steel assemblies. Bolt and nut have patented 
Dardelet Thread Lock. Nut spins on and locks when 
tightened. No forge or compressed air necessary— 
just a maul and a wrench needed for application. 


LAMSON 


$26.30 Net, to Dealer 


"(slightly more west of Denver) 


“5-and-10” sales for yourself! All Lamson products that you 
can sell—all of them widely used in industry and their prac- 
tical value long since established. You can have confidence 
that these Lamson specialties are just as well made as any 
other standard Lamson product— backed by 75 years of 
bolt-making experience. Ask for samples and prices. 


THE LAMSON & SESSIONS COMPANY, Cleveland, Ohio 


Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 


SESSIONS 
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Extensive National Ad- 
vertising proves the 
tested qualities of 
WELDWOOD GLUE 
to millions of home- 
owners, hobbyists 
model builders, boats 
men, and trade and 
industrial users. 


! 

P.S—NATIONAL HARDWARE | 

SPRING OPEN HOUSE will be 

given a big boost in our May ! 

3rd advertisement in i 
I 
! 
I 
' 


THE SATURDAY 
EVENING POST 











OUR JOBBER IS 


WELDWOOD GLUE 
HAS PUT NEW LIFE 
INTO GLUE SALES 





The official acceptance of this PLASTIC 
GLUE in aircraft, and its general adoption 
in marine work and general construction 
has created a lively public acceptance for 
everyday uses. 

WELDWOOD GLUE, the sensational time- 
tested plastic, does everything a glue should 
on porous surfaces and does it perfectly. 

Mixes with tap water—no heat, hardener, 
fuss or waiting and produces results not be- 
fore obtainable in a one part adhesive. 
WATERPROOF, STAINLESS, ROTPROOF, 
BACTERIA FREE, TREMENDOUSLY 
STRONG. Unaffected by dampness, steam- 
heat, or salt air. Also makes a workable wood 
putty. 

We recommend that you feature WELD- 
WOOD GLUE, profit from its general demand. 


UNITED STATES PLYWOOD CORP. 
The world’s largest producers and distributors of PLYWOOD 
616 West 46th Street, New York, N. Y. 


Offered in Over-the-Counter Sizes at |0¢, 25¢, 50¢, 85¢: and 
in bulk for your teceae ial vedi: Free Counter Displays, Window 
Displays, Display Cartons, Consumer Circulars are available. 
We'll gladly send complete details. Order thru your jobber. 


WELDWA9UpD 


WATERPROOF GLUE 





PIN COUPON TO LETTERHEAD AND MAIL 


United States Plywood Corp., N. Y. 
We are interested in the Free Dealer Helps mentioned above. 
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Editorial and 
Publication Offices 
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You'll make 





Let us help you apply package mer- 
chandising to the promotion of Ameri- 
can Chain Tested Welded Coil Chain. 
In astrong plywood ACCO-PAK, chain 
is easy to stock, display and sell. 
Place two or three ACCO-PAKS on 
floor, counter or display table. Your 
customers will stop, inspect and buy. 
Four popular sizes standard, full size 
chain: 3-16, %, 5-16, and % inch. 


more “Jack” 
with ACCO-PAK!.. 


P Display American Chain 
“ring National Hardware Ope 
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Bright, self-colored 
or galvanized, finish. 

Another ACCO-PAK advantage— 
you buy chain from your jobber by 
the foot, as you sell it. That saves time 
figuring sale prices and profits. 

Ask your wholesaler about the 
ACCO-PAK Plan. It’s a new thought 
in chain merchandising. Better look 
into it. 


Sell “AMERICAN” when you sell chain 


AMERICAN CHAIN & 


AMERICAN CHAIN DIVISION - York - Pennsylvania 
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CABLE COMPANY, Inc. 


ESSENTIAL PRODUCTS ... AMERICAN CABLE Wire Rope, TRU-STOP Emergency Brakes, TRU-LAY Control Cables, AMERICAN Chain, 
WEED Tire Chains, ACCO Malleable fron Castings, CAMPBELL Cutting Machines, FORD Hoists and Trolleys, HAZARD Wire Rope, 
: Yacht Rigging, Aircraft Control Cables, MANLEY Auto Service Equipment, OWEN Springs, PAGE Fence, Shaped Wire, Welding Wire, 
READING-PRATT & CADY Valves, READING Electric Steel Castings, WRIGHT Hoists, Cranes, Presses... in Business for Your Safety 
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( :0-Ops:— 


The growth of the Consumer 
Cooperative movement has greatly 
upset the competitive picture in 
many sections. In recent years. 
the development of hard-lines de- 
partments (hardware, housewares, 
etc), has brought this competition 
forcibly to the attention of the 
hardware distributing trades. To- 
day they are vitally concerned 
with the inroads that the co-ops 
are making. The approval, and 
even the direct organization help. 
which many government officials 
and tax-supported schools provide 
the co-ops is the most distressing 
angle of this non-profit system 
of competition. Last month Dr. 
James P. Warbasse, founder and 
retiring president of the Coopera- 
tive League of the United States. 
was the honored guest at a din- 
ner marking his retirement from 
office. On this occasion he is 
quoted as saying that the coopera- 
tives in this country may ‘save the 
United States from the calamities 
which have visited Europe. He 
also stated that one-third of the 
German and Italian populations 
were in the cooperative movement 
and that not even the dictatorships 
could repress it, adding that 
“through the economic structure 
of their organizations the German 
and Italian cooperative members 
can save their countries from the 
chaos they face.” 


Wide Support:— 


In the same news story Dr. 
Warbasse is quoted further as fol- 
lows: 

“In this country all the major 
political parties, churches, labor 
organizations and_ educational 
bodies endorse consumer coop- 
eratives. This happens in no 
other country in the world. It 
is due to the constant and con- 
sistent adherence to neutrality. 
both in politics and religion, in- 
sisted on by the Cooperative 
League.” 


APRIL 17, 1941 


This story goes on to say that 
a letter from Mrs. Eleanor Roose- 
velt was read. It said: 

“It seems to me that the 
cooperatives have a great field 
in the future. In the fields of 
health, production and of con- 
sumption, there seem to me to 
be possibilities of helping to 
raise the standards of living for 
great groups of our people if 
we work together. I look for a 
growth in cooperatives all ove 
the country to attain these 


ends.” 


Trade Independent 
Cam pa ign:— 


Recognizing the urgent need 
for acquainting consumers with 
the independent merchant’s place 
in the economic and social struc- 
ture of the nation, the National 
Retail Grocers Association origi 
nated the “Trade Independent 
Campaign.” The National Retail 
Hardware Association became a 
co-sponsor as did a_ national 
plumber’s body. For about two 
years this campaign received con- 
siderable attention in association 
circles and appeared to have 
promise of receiving fairly active 
and general support among or- 
ganized retail groups. Its ban- 
ners, slogans and other promotion 
helps were seen at hardware con- 
ventions. Speakers, telling of the 





campaign, received loud acclaim. 
In recent months nothing much, if 
anything, has been heard of this 
activity. It now appears that the 
entire campaign has ‘folded up” 
due to indifferent financial sup- 
port from retailers. An informa- 
tive, though somewhat discourag- 
ing explanation, was published 
recently in The New West Trade, 
edited by Dale Strong, for several 
years also secretary of the Pacific 
Northwest Retail Hardware and 
Implement Association. This 
reads: 

“Many merchants have asked 
as to the status of the Trade 
Independent Campaign and 
Freedom of Opportunity Foun- 
dation which were merged un- 
der the leadership of Theodore 
Christianson, than whom there 
is no better to lead that cause. 

“Well, here is the answer, 
from Mr. Christianson himself: 
‘The Freedom of Opportunity 
Foundation and the Trade In- 
dependent Movement have both 
“folded up.” due to lack of 
financial support. ALL inde- 
pendent retailers want salvation, 
but MOST of them, like MOST 
church members, think it ought 
to be FREE. I have become 
skeptical about cooperation 
among the different trade 
groups in fighting their com- 
mon enemy.’ 

“One cannot blame Mr. 
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Christianson for being discour- 
aged but WE must not give up 

HE must not give up. A way 
will be found to actively enlist 
millions of good Americans un- 
der the banner of independent 
business, small business and 
free enterprise, and then the 
trend to monopoly and plutoc- 
racy will be checked, and the 
economic pendulum will swing 
the other way.” 


Indif ference:— 


The fees charged for participa- 
tion in the Trade Independent 
Campaign were very modest. They 
may prove far less costly than in- 
difference toward the campaign 
by those who would derive the 
greatest benefit from it. In fact, 
indiflerence toward all kinds of 
competition faced by independents 
is forcing many of them out of the 
business picture. And at this 
point let me define “indifference” 
as here used. I charge indiffer- 
ence to many dealers who will 
quickly resent such criticism be- 
cause they have applauded a con- 
vention speaker who damned the 
chains, mail order houses and co- 
ops; cheered and voted support 
to a resolution intended to help 
independents through legislative 
curbs on competitors; exposed a 
manufacturer or wholesaler who 
has made an “unethical sale” in 
competition with retailers, and 
also, perhaps, participated in a 
spirited argument regarding vari- 
ous angles of “trade diversion.” 
The same dealers demanded fair- 
trade laws and then indifferently 
failed to sign many of the (legal- 
ized in 44 states) proffered fair 
trade contracts that come to their 
stores. They applaud the conven- 
tion speaker who urges support 
for legislative help, both state and 
federal, but they fail to register 
or to vote and they never take the 
time to advise their duly elected 
legislators where they stand on 
such legislation. I charge indif- 
ference to all business men who 
only want to talk about meeting 
competition and improving their 
own efficiency. They expect the 
manufacturers, the wholesalers. 
the business papers, some organi- 
zation, or at least somebody other 
than themselves. to provide all of 


30 


the initiative, financing and actual 


work. 


Miller-Tydings 
Repeal:— 


The most recent attack on fait 
irade laws comes from the Tem- 
porary National Economic Com- 
mittee (TNEC). This group. re- 
porting to Congress on its 
three-year investigation “into the 
concentration of economic power.” 
has recommended repeal of the 
Miller-Tydings enabling act. Spe- 


cifically, TNEC tells Congress that 


“Legal sanctions embodied in 
the law tend to undermine the 
basic tenets of a competitive 
economy, and introduce rigidi- 
ties into the pricing of certain 
goods which restrain trade.” 
Full details of this recommen- 
dation are given, in this issue, on 
our news pages. Congress is ex- 
pected to give serious attention to 
TNEC recommendations. Unless 
some active, articulate opposition 
to the repeal of this important and 
useful law develops and continues 
there is a definite possibility that 
the law will be repealed. If it is 
repealed, the entire fair trade pro- 
gram to date will be given a ter- 
rific setback. Without this federal 
enabling law, resale price con- 
tracts can be made only on an in- 
tra-state basis. Practically all ex- 
isting fair trade contracts would 
be immediately outlawed. The 
trend of state legislation might 
easily follow suit, bringing about 
a series of state fair trade law 
repeals. Here, again, indifference 
by all kinds of independent deal- 
ers may prove very costly to their 
own best interests. 

Unless Congress gets a veritable 
barrage of opposition to repeal o/ 


the Miller-Tydings Law, the pres- 
ent very articulate, well-publicized 
and not always accurate attacks 
against this legislation may lead 
to its early repeal. 


The Truth About 
Fair Trade:— 


Those who would repeal the 
Miller-Tydings Law clutter up 
their arguments with legalistic 
phraseology that confounds lay- 
men. Worse than that, they often 
misstate the facts or, by implica- 
tion, offer interpretations that are 
directly opposite to known court 
decisions. They make specious 
and glib charges about the “spe- 
cial privileges sought” by those 
who support fair trade principles. 
Most appropriate and eloquent in 
its simplicity and directness is a 
statement from Felix H. Levy. 
Esq.. which should be remem- 
bered and put to use by all adher- 
ents to the fair trade cause. Mr. 
Levy states: 

“It is a favorite argument of 
price-cutters that legislation like 
the Miller-Tydings Law and the 
Fair Trade Practice Acts, con 
fer a governmental favor or 
benefit upon those opposed to 
price-cutting. The fact is ex- 
actly the contrary, because it 
is only by virtue of the Sher- 
man Law, as interpreted in the 
Dr. Miles Medical case, that 
resale price contracts were de- 
clared unlawful. In other words, 
a congressional benefit was con- 
ferred upon price-cutters by 
means of the Sherman Law, and 
it is only the removal of the 
benefit thus conferred, which 
opponents of price-cutting ob- 

(Continued on page 34) 








Clarence Lehmer 


IS NOT INDIFFERENT 


Epiror, HARDWARE AGE: 


Just read Harpware Ace of April 3 (page 31) and noticed your 
editorial appeal regarding Miller-Tydings Repeal. Also read answer by 
Felix H. Levy (page 46). and if I could get about eight copies of the 
latter will see that a personal appeal with copy attached will go to our 
Southern California Representatives in Congress. 

CLARENCE FE. Lenmer, Manager, 
Alhambra Hardware Co., 


Alhambra. Calif. 
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Lucas simplifies color selections! Lucas Paint 
Patterns show the customer exactly how the fin- 


ished job will look before a brush is dipped! 
Lucas Paint Patterns offer scores of beautiful 


Lucas simplifies interior 
decoration! Lucas goes to 
the very heart of all decora- 


tion problems—color! Lucas 
scoops the paint industry 
with synchronized colors— 
infallible color harmony! 
First, Lucas created seven 
new colors—each in har- 
mony with all the others. 
Second, Lucas created seven 
shades of each color. 


That means you have 49 sci- 



















interiors and exteriors in true paint colors! Every 
room in the house—all types of exteriors! 


Lucas brings you a voluminous book—and smaller 
books for your painters, separate Paint Patterns 
for your home owner customers. 42 color plans 
or Paint Patterns. 160 separate and distinct 
colors. 

Most important—Lucas Paint Patterns is a com- 
plete merchandising plan not just an idea. It in- 
cludes every type of advertising help—to help 










entifically blended colors. 
Unlimited combinations. 
Every combination is in per- 
fect harmony. Even a blind- 
folded child would pick 
beautiful harmonized com- 
binations every time! 

And Lucas makes it easy for 
dealer and painter. Regency 
Colors are ready-mixed 
paints. The lightest and 
darkest shade of each color 
are ready-mixed. By inter- 
mixing these two, the five 
other shades can be secured. 
Everyone is foine for Lucas 
Regency Colors. Get going 


you sell more paint than you ever thought you 
could sell. 


>) You've never seen anything like these two ex- 

















clusive Lucas ideas. For there’s never been 
— anything like them before. Be a winner with 
these Lucas winners! 


JOHN LUCAS & CO., Inc. 41 H-4 

322 Race Street, Philadelphia, Penna. 

Please send me complete information about the Lucas 
Paint Pattern Merchandising Plan and Durafilm 
Regency Colors. 





with this Lucas winner! } é My Name 
, “ay J | Sify My Address “ 
ga, siie® “<: City State ...... 


ADMINISTRATION OFFICES * PHILADELPHIA, PENNSYLVANIA 





JOHN LUCAS & COMPANY, inc. 
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;- are big profits 


in water systems for the hardware 
dealer who arms himself with facts 
and figures and goes after the 
market aggressively and steadily. 
Dealers serving areas having new 
REA or private utility lines and 
those sections for which such lines 
are being planned are particularly 
well placed for greater sales of 
electric water systems. Then too 
there is a huge market for gas- 
oline-powered water systems for 
those districts having neither 
water lines nor hi-lines. 

Sales of water systems in 1938 
totaled 175,000 units, increased to 
220,000 installations in 1939 and 
soared to 258,494 units in 1940, 
the larger part, each year being 
electric systems. Present indica- 
tions are that the 1941 market for 
water systems will be even greater 
than last year. As a result of ac- 
celerated production and the en- 
largement of numerous plants, due 
to the defense program, roadside 
restaurants and tourist camps are 
being established in new sections 
and enlarged in other _ places. 
Many of these are good prospects 
for water systems. Then too, the 
establishment of and enlargement 


ow to Merchandise 





“It is estimated that a farmer’s wife, in a home without 
running water, carries seven buckets of water, having an 
average weight of 29 pounds, each day of the year. 


of army cantonments in many 
parts of the country is leading to 
the creation of new amusement 
and tourist centers near them, 
again broadening the water sys- 
tems market. 

Since there is such a radical 
difference in pump capacity and 
in the quality of units offered it 
is impossible to estimate the aver- 
age installation price of water 
systems. And once a water system 
has been installed the owner be- 
comes a _ prospect for modern 
kitchen sinks, toilets, bath tubs, 
laundry equipment and the neces- 
sary plumbing fixtures, milk cool- 
ers, septic tanks, stock watering, 
sprinkling and irrigation equip- 
ment. 

The Edison Electric Institute 
estimates that 1,938,361 farms had 
electricity as of Dec. 31, 1940, or 


Emblem of the Electric Water Systems Council which 
is publicizing the story of running water, as obtained 





through the use of electric water systems. The coun- 
cil is comprised of some manufacturers of water sys- 
tems and the Edison Electric Institute representing 
electric service companies. The council emphasized 
the importance of running water, in a bulletin issued 
some time ago, by stating, Running water is decid- 
edly a ‘must’ in the opinion of thousands of families 
who are today enjoying electric service. Running 
water to suburban and rural residents represents the 
peak of city comforts. No matter how many other 
conveniences they may have the new comfort con- 


ciousness generated by the spread of electric power 
places running water at the head of the list. Every 
survey taken among farm families proves that running water is first. . . . Statistics 
prove that only in the rarest instance is a water system a single sale. Multiple sales 


always follow.” 
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approximately 32.6 per cent of the 
occupied farms in this country. It 
is estimated that only 15 per cent 
of the farm homes in the United 
States have running water and 
that less than 10 per cent have 
plumbing fixtures. The third an- 
nual utilization survey made by 
the Rural Electrification Adminis- 
tration indicates that only 15.3 per 
cent of the farmers on new federal 
sponsored hi-lines have purchased 
water systems. New utility com- 
pany and REA lines are being 
planned and added and these will 
further broaden the number of 
farms which are prospects for 
electric water systems. 


Here’s How to Sell ’Em 
1—Sell the running water 
idea. 

Although the sale of bathroom, 
kitchen, barn and other water- 
using equipment is related to and 
dependent on the sale of a water 
system in the home beyond the 
water lines, selling the idea of 
running water is the big trick. It 
is estimated that a farmer’s wife, 
in a home without running water, 
carries seven buckets of water, 
having an average weight of 29 
lb., each day of the year, and an 
even greater quantity on wash 
day, according to the Electric 
Water Systems Council. This 
means a total of 37 tons of water 


HARDWARE AGE 





te 


eR ex ppitaxtatse 


fe 


Baie, OS 


. 





e | Water Systems 


“There are big profits in water 
systems for the hardware dealer 
who arms himself with facts and 
figures and goes after the market 
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aggressively and steadily...... 
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By KENNETH A. HEALE 
Associate Editor 
of Hardware Age 


carried into such a home annually. 
A prominent Pennsylvania hard- 
ware dealer says that water sys- 
tems can be sold better by 
speaking in terms of benefit to 
livestock, poultry and crops. Be 
that as it may, the farmer’s wife 
is decidedly interested in the idea 
of having equipment that will save 
labor and time. Tell her the story 
of running water. 


2—Have a demonstration unit 
in your own store. 


One manufacturer states, “It is 
important to display water sys- 
tems so that prospective customers 
can actually ‘play’ with them and 
turn the spigot on and off to see 
how they operate.” Obviously, 
every line the hardware dealer has 
cannot be shown in the front of 
the store. However, it is advan- 
tageous to have some display ma- 
terial for water systems in the 
front section of the store if a 
demonstration unit cannot be con- 
veniently placed there. 


3—Survey the farm homes in 
your trading area. 

Have a woman or man of 
pleasing personality, who under- 
stands the farmers’ problems, 
visit farmers in your trading area 
to check on those having water 
systems. Those who do not have 
water systems are prospects fo: 
them and a variety of major ap- 
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pliances and equipment. Those 
with water systems may be in the 
market for modern electrical ap- 
pliances, radio sets, modern bath 
and kitchen equipment, etc. From 
such a survey you will get a good 
prospect list that should be fol- 
lowed up by personal calls and 
direct mail material. 
4—Sell on deferred payment 
plans. 

Since the purchase of a water 
system entails considerah'e  ex- 


pense, arrangements can be made 





“It is important to display water 

systems so that prospective cus- 

tomers ... can actually see how 
they operate.” 


under REA or FHA for installa- 
tions under certain conditions. Or 
you can finance your own pape 
or handle it through a financial 
institution, for installment buying 





appeals to many farmers even 
though they have the necessary 
cash available for cash purchases. 


5—Know your water systems. 

Be conversant with the general 
types of water systems for differ- 
ent types of installations, so that 
you can tell your prospect just 
what is needed for his particular 
needs without being too technical. 
The Electric Water Systems Coun- 
cil, 228 West Ontario St., Chicago. 
Ill., is preparing a new technical 
manual on water systems. To add 
to the effective use of this manual 
the council is preparing a con- 
sumer booklet, illustrating in novel 
caricature style the advantages of 
running water on the farmstead. 


6—Have trained men. 

Schools for instructing men in 
the installation of+ water systems 
and for showing them how to de- 
termine the needs for different 
types of farms, tourist camps, etc., 
are conducted by various manu- 
facturers. Check with the manu- 
facturer of the line you handle as 
to getting this instruction for your 


salesmen. 


7—Talk water systems before 
new lines are installed 

When you know that REA o1 
private utility lines are to be ex- 
tended to areas where there are 
no water lines be sure to canvas 
the farms in that district. Sell the 
idea of running water before the 
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hi-lines have been extended and 
get the jump on your competition. 


8—Advertise water systems. 


As in the selling of other major 
units of sale, the dealer wanting to 
do a real job on water systems 





“Hardware dealers find county fair 
demonstrations worth while.” 


must advertise, by using direct 
mail material from the manufac- 
turer. Newspaper advertising on 
the line you offer is another good 


plan. 


9—Sell time and labor saving 
angles. 

Show the prospect that an ef- 
ficient water system will save both 
time and labor. Translate the 
situation into wage rates in the 
farms in your trading area and 
you have a real argument for the 
sale of a water system—whethet 


electric or gasoline powered. 


10—Suggest equipment of 
ample capacity. 

Because of differences in cost 
some prospects may want equip- 
ment that is of 
pacity. Emphasize the fact that 
although daily water requirements 


insufficient ca- 


per person and per animal will 
vary, according to the season and 
other conditions, the average num- 
ber of gallons per day for each 
member of a family, including 
kitchen, laundry, bath and toilet 
purposes, is approximately 35 
gallons. Other estimates, accord- 
ing to the Electric Water Systems 
Council, per day are: for each 


horse—10 gallons; each cow —15 
gallons; each hog—2_ gallons; 


each sheep—1'% gallons; for each 
100 chickens-—4 gallons. Other 
requirements are on an average, 
11% gallons for filling the ordinary 
lavatory; 30 gallons for filling the 
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average bathtub; 6 gallons for 
flushing a water closet; and for 
each shower bath—30 gallons. 
Without being really technical the 
mathematics of such water con- 
sumption is real ammunition in 
the selling of equipment of ample 
capacity. 

11—Demonstrate at county 
fairs. 


Hardware dealers, in all parts of 
the country, find county fair 
demonstrations of major appli- 
ances and equipment decidedly 
worth while. With considerable 
attention at such events to live 
stock, the demonstration of water 
systems is a natural sales aid. In 
addition to working demonstra- 
tion units the dealer should dis- 
tribute circular matter and show 
pictures of installation of the 
equipment he offers. Both gas- 
oline-powered and electric units 
can be shown to advantage ata 
county fair. 


12—Emphasize the profit 
angle. 


Farmers operate their farms as 
places on which to live. however. 
like merchants, they seek to run 
them on a profitable basis. They 
making more 
money on their crops and _live- 
stock. Show them that a plentiful 
supply of running water will cause 
stock to thrive and tell them that 
a good distribution of fresh water 


are interested in 


is as important in helping to get 
maximum egg production. 


13—Farm demanstrations. 


Many dealers mount demonstra- 
tion units on trucks and take them 





right to the farmer prospect to 
give him the story of running 
water. When such a plan is fol- 
lowed, descriptive circulars should 
he left for the farmer and his wife. 


Here’s How to Keep 
’Em Sold 


After a water system is sold to 
a customer the dealer’s interest in 
that system should not cease. 
Whether or not the dealer has sold 
bathroom equipment, laundry 
equipment, etc., at the same time 
the good will he can build by 
checking back, from time to time. 
and making any minor adjust- 
ments is of tremendous value. 
Such visits also may result in 
leads for water system sales to 





“Many dealers mount demonstra- 
tion units on trucks and take them 


right to the farmer prospect.” 
other farmers. In the event that 
some adjustment is needed, about 
which no complaint has been 
made, the fact that your 
checked on the equipment is an ex- 
cellent way of selling your store’s 
service on all types of equipment. 


store 


Just Among Ourselves 
(Continued from page 30) 


tained by the Miller-Tydings 
Law and the Fair Trade Prac- 
tice Acts. They do not seek leg- 
islative benefit or protection: 
they only seek the removal of 
the legislative benefit or pro- 
given to price-cutters 
by the Sherman Law. It is pre- 
cisely this—nothing more nor 
less—that the Miller-Tydings 
Law did. 

“It is the price-cutters who 
have been protected by legis- 
lative ramparts. Their oppo- 
nents have asked only that these 


tection 





ramparts be removed and that 
fair play be restored. The Fair 
Trade Practice Acts and the 
Miller-Tydings Law have re- 
moved these ramparts. Conse- 
quently it is a fallacy for advo- 
cates of price-cutting to assert 
that these new laws give new 
and unwarranted privileges. 
The fact is that they have re- 
moved previously existing privi- 
leges which the Legislatures of 
14 states and Congress have 
now declared to be unwarranted 
and unjustified.” 
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ood Display Increases 
Sales of Baits and Lures 


The Kelley-Duluth Co. features 
them on panel doors and keeps 
the display full at all times 


Bone tackle is a 


large volume line at the Kelley- 
Duluth Co., of Duluth, Minn., a 
city of approximately 100,000 
population. This merchandise is 
shown in the store the year ‘round 
and most of the display space is 
devoted to baits and lures. 

These items make an impres- 


APRIL 17, 1941 


sive display in the store for they 
are all shown on panel doors. 
Stock of all the items are kept 
behind the panels but the mer- 
chandise is sold direct from the 
door. As an item is sold it is 
replaced from the stock. Each 
item is plainly priced on the panel 


door. 


“This way of display and sell- 
ing saves a lot of time,” said FE. 
A. Bergeron, owner. “Customers 
can decide the bait or lure they 
want and the salesman simply re- 
moves it from the hook and wraps 
it up. The price is on the panel 
door in plain view. During the 
spare time in the day the stock 
on the doors is filled up from the 
surplus.” 

A complete stock is very impor- 
tant if a merchant is to secure his 
share of the fishing tackle busi- 
ness. The fishing season usually 
starts about the Ist of May and 
ends the Ist of October in this 
section. Window displays are used 
exclusively in promoting this de- 
partment. 
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) ee get at- 


tention because they usually waste 


no time. A good sales presenta- 
tion, likewise, uses the fewest 
possible words; it has point and 
direction. 

Words are like sunbeams—the 
more they are concentrated the 
deeper they burn. So, after you've 





Part 3 


Don't Write—Telegraph! 


found your “sizzle,” our next point 
is, “Don’t Write—Telegraph.” It 
will help you to get the prospect’s 
immediate and favorable atten- 
tion. 

I am told that when a young 
fellow applying for a job found a 
long line of boys ahead of him, 
he immediately went to the nearest 
telegraph office and sent a message, 
saying, “Before hiring anyone see 
redheaded boy at end of line.” 

He didn’t write — he tele- 
graphed, in every sense of the 
word! 





“He sent a message saying, ‘Before hiring 
anyone see redheaded boy at end of line. 


»” 





We are living in the age of the 
magic eye, of television, of elec- 
trical impulses flashing back and 
forth. So today our sales talks 
and actions should be geared to 
the modern tempo. 

Unless your message clicks, the 
prospect will leave you mentally 
if not physically. If your talk 
wanders around all over town 
you'll probably find your pros- 
pects doing the same—and some 
of them will disappear entirely. 


Think in Advance 


When you face your prospect. 
don’t guess and gamble—don’t 
stammer and stutter—don’t hem 
and haw! Know what you are 
going to say and do. Think it out 
in advance. Chatter about the 
weather, current news or politics 
only wastes time and _ scatters 
your customer’s thoughts. 

Few people can express their 
“sizzles” on the spur of the mo- 
ment. Not all 
presentations are good, but we 
prefer those that are “planned.” 

Why not discuss the customers’s 
needs and benefits? Why not get 
instant attention by showing some 
new and novel item (if it’s a small 
sale) or by offering some specific 
and helpful suggestions (if it’s a 
specialty sale). Rivet attention by 


“canned” sales 


showing that you not only under- 
stand your merchandise but also 
the customer’s requirements. 
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“Good waffles every time with this outfit—and oh, so easy!” 


Big words, fancy phrases, and 
bombastic tones only attract at- 
tention to yourself, not to what 
you are selling. 

Most people are “sales con- 
scious” these days—they dislike 
being sold, they prefer to think 
they buy. 

So give them crisp facts in 
proper sequence, mould _ their 
opinions as you go along, and 
then the salesmanship becomes as 
invisible as it is effective. 


Sample Sizzlegrams 

“Your work will be easier with 
this tool.” (Convenience) 

“Good waffles every time with 
this outfit—and oh, so easy!” 
(Certainly ) 

“Cast aluminum means _ better 
cooking and less fuel.” (Results) 

“You are paying for it whether 
you have it or not.” (Logic) 

“The larger size saves you 
nearly 50 per cent.” (Trading- 
up) 

“This paint gives a three-coat 
job with two coats.” (Economy) 

“You wouldn’t put a ball and 
chain around your wife, yet tying 
her down every Monday for five 
hours over a tub amounts to the 
same thing,” says the washing ma- 
chine salesman, and he drives 
home his point. 

On another occasion he asks, 
“Do you want a clean home and 
no backaches?” and he gets the 
positive answer he wants. 
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One successful salesman says to 
ladies, 

“You will have more time for 
bridge.” Or, “The savings with 
this sewing machine will buy you 
a new hat.” 

A garage advertises, “Service 
while you rest.” The word “rest” 
is much better than the word 
“wait.” People don’t like to wait 
these days. 

“Service Department” is 1941 
“Repair Department’ is 1901 and 
not so good because it suggests 
trouble. 

Emil Ludwig says of Napoleon: 
“Half of what he achieved was 
achieved by the power of words.” 








By ELMER WHEELER, 
President, 

Tested Selling Institute, 

New York 


While at the Pyramids, Na- 
poleon said to his army, “Soldiers, 
forty centuries are looking down 
on you!” (He was selling the 
“sizzle.” ) 

He would say, “I will lead you 
into the most fertile plains of the 
world.” 

Then, “You will return to your 
homes, and your neighbors will 
point you out to one another with 
pride.” 

Napoleon knew the art of sell- 
ing. He talked about the other 
person’s interests, he built up their 
importance. 

Sizzles will help you overcome 
objections, too. For example, in 
selling an electric iron, your pros- 
pect may ask to see a small cheap 
one and when you show her a 
larger and better one she'll say, 
“This iron looks too large and 
heavy.” 

Your rejoinder should be, “Yes, 
this has some size and weight in 
order to do a good job but it is so 
well shaped and balanced that 
it handles most easily.” 

A woman may look at a va- 
cuum cleaner and say, “Doesn't 
it use a lot of electricity?” 

The good salesman responds, 





“Napoleon said to his army, ‘Soldiers, forty centuries 
are looking down on you!’ (He was selling the sizzle!)” 
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Ask For This Formula! 


Elmer Wheeler’s formula for building a “Sizzle” 
is free upon request to HARDWARE AGE, 100 
East 42nd St., New York City. Ask for “Four 
Ways to Build a Sizzle” and enclose stamped and 


addressed return envelope. 





“You are justified in thinking so 
because the suction is so power- 
ful; but, in fact, it uses little elec- 
tricity because of its clever 
construction.” 

You have tactfully given the 
prospect the correct viewpoint. If 
you had said, “Of course it doesn't 
use much electricity,” you would 
have simply helped along an ar 
gument. 

If the prospect says, “It looks 
heavy to me,” don’t say, “Heavy? 
Of course not.” Instead say, “It 
does look heavy, but feel how light 
it is.” 

Such “sales telegrams” as these, 


for example, lack action and 
drama; they are not specific. 

“It’s a good investment.” (In 
what way,) 

“It’s a great buy!” (AIl sales- 
men say that) 

“T like it.” (So what?) 

A hardware store shopper re- 
cently listed the following as sales 
killing mannerisms he had 
observed in different salesmen: 

“He moved listlessly, pointing 
aimlessly.” 

“He was slow and uncertain and 
yawned several times in my face.” 

“He gazed into space, answer- 
ing my questions.” 


“He became antagonized by my 
many questions.” 

“He got irritated when I didn’t 
understand quickly.” 

“He kept urging me to buy now, 
trying to high-pressure me, with- 
out specific reasons why.” 

Recently I went into a hardware 
store and stood in front of a 
counter of automobile accessories. 

A salesman from ten feet away 
at another counter said in a loud 
voice, “Are you being waited on?” 

At this I selected an item from 
the display to look at it more 
closely, and answered, “Nope, I’m 
just looking.” 

He let it die at that. No effort 
was made to help me or even to 
sell me what I obviously was in- 
terested in. 

In another store a shopper for 
a set of picnic table knives found 
some on display at a “special 
sale” counter. When he was fin- 
ally waited on (the clerk was busy 
at a “regular” counter) this is 
what happened: 

(Continued on page 113) 





A Lawn and Garden Display From New Mexico 





Lu ’ 
L IES 


—— 





Here is an interesting spring lawn and gardening window display which was featured in one of the 
windows of the J. A. Mahoney store in Deming, N. M. Lawn mowers are featured in the foreground 
while lawn and garden tools are ranged about the sides and rear of the display. The words “Lawn 
and Garden” are of seeds and packages of seeds add a further touch of color to the display. Mr. 
Mahoney, who opened his establishment for business in 1882, says, “You might be interested in this 
picture of one of our display windows coming from the ‘Great Southwest’ where most of you people 
in the East consider nothing exists but a desert, but which we have been discrediting since 1882.” 
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these appliances. 


Model Kitchen 
Keeps Major 
Appliances in 
the Public Eye 


The D. F. Kuesel Co., Watertown, 
Wis., arouses interest by keep- 
ing one in a high traffic spot 


A MODIFIED repro- 


duction of a model kitchen is al- 
ways on display along the window 
background between the two en- 


APRIL 17, 1941 


trances of the store in the D. F. 
Wis. 
Showing these attractive house- 
hold appliances in this high traffic 


Co., Watertown. 


Kuesel 


spot keeps this merchandise be- 
fore customers continually and 
reminds them that the store has a 
complete appliance department in 
a separate store. 

“This is one of the best ways of 
advertising this type of merchan- 
dise,” Kuesel, 
owner. “Every customer coming 
into and leaving the store passes 
this display and many of them 
stop and look at the new appli- 
ances. Whenever this. occurs, one 
of our salesmen endeavors to be 
helpful and to give them complete 


information as well as show them 


says Lewis H. 


the several other models on dis- 
play in the main major items 
department.” 

The complete display of house- 
hold equipment of this type is in 
a separate building connected with 
the main store by an archway. All 
models of each line are on display 
there. It is an ideal place in 
which to sell this merchandise. 

Arrangement of the individual 
appliances in the model kitchen 
display in the 
changed occasionally. This serves 


main store are 
to keep regular customers inter- 
ested in the display whenever they 
visit the store. 
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(Keystone View) 


L, is most difficult for 
any of us here in the Middle West, 
going about our tasks in a normal 
way, to fully understand the seri- 
ousness of existing conditions, 
and to realize that industrially and 
economically, our country is fast 
approaching a full-time war basis, 
but this appears to be a fact. 

While we must try to keep in- 
formed of the. trend of national 
and international affairs, the re- 
sponsibility for the solution of 
most of these vital problems rests 
with our Federal Government— 
but it is our responsibility, as 
business men, to devote our time 
and energy to continuing our cus- 
tomary services to the general 
public to the best of our ability, 
and to try to maintain industry on 
a sound financial basis. Our suc- 
cess is certainly most vital to our 
national welfare. 





* From an address delivered at the 
Western Retail Implement and Hard- 
ware Ass'n convention, Kansas City, 
Mo., January 21-23, 1941. 
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“There is another industry—agriculture—whose production 
is also most important in our plans for national defense.” 





Our Industry and} F 


The production of armament 
and the mobilization of our man 
power is occupying first place in 
the minds and plans of our gov- 
ernment and our people; but there 
is another industry—agriculture— 
whose production is also most im- 
portant in our plans for national 
defense. : 


Many Problems 


We manufacturers and you deal- 
ers of farm equipment are proud 
of what we have accomplished in 
service to agriculture. We are anx- 
ious and determined to continue 
this worth while service, to the best 
of our ability, yet as we try to 
meet existing conditions and an- 
ticipate future conditions, we find 
many problems which may make 
it difficult to continue our service 
as efficiently as we have in the 
past. 

Our President recently made the 
statement that business could not 
expect to continue as usual. It is 
a known fact that all industries 





must concede priorities to our ar- 
mament program. 

We must not overlook the fact 
that a large percentage of the basic 
materials used in the armament 
program are the basic materials 
used in the manufacture of our in- 
dustry’s products and it is evident, 
in view of the billions of dollars 
which are now and will continue 
to be spent for armament within 
the next few years, that we are 
only in the first stages of our diffi- 
culties to secure raw materials. 
While most manufacturers in our 
industry anticipate their require- 
ments several months ahead, yet 
deliveries of many items required 
by our industry are being delayed 
more and more each week. Many 
companies in our industry are 
now filling armament orders, 
which naturally absorb part of 
the facilities for manufacturing 
customary lines of equipment, and 
many others may soon do like- 
wise. It is impossible for anyone 
to definitely anticipate the effect 
on costs and commodity prices of 
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H. L. DEMPSTER 


Preparedness 


the present and anticipated abnor- 
mal demand in many lines; yet in- 
flation has always followed exces- 
sive demands for commodities, or 
in other words, the old economic 
law of supply and demand has sel- 
dom failed to function. 


The Course of Prices 


A chart issued by Brookings In- 
stitution showing thecourse of com- 
modity prices at wholesale since 
1800 shows that tremendous ad- 
vances have been caused by wars 
of great magnitude and our pres- 
ent preparedness is fast develop- 
ing to a full-time program. The 
first world war broke out in Au- 
gust of 1914 and in September of 
that year the Bureau of Labor Sta- 
tistics index of wholesale prices 
stood at 70.2 per cent using 1926 
as 100 per cent. One year later it 
was 68.3 per cent. It was about 
two years after the war broke out 
that prices began to move up rap- 
idly. Much of the advances came 
after the close of the war. 
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By H. L. DEMPSTER* 
President, 
Farm Equipment Institute 
and President, 


Dempster Mill Manufacturing Co., 


Beatrice Neb. 


“If we successfully meet these economic 
problems, it is necessary that each of 
us know the conditions of our affairs at 
the end of each month. We must deal in 


In November of 1918 the price 
index stood at 136.3 per cent 
while in May of 1920—18 months 
later—it was 167.2 per cent. This 
indicates that prices move up 
slowly, if at all, in the early stages 
of abnormal demand, and move 
more rapidly in the later stages. It 
is now more than a year since the 
outbreak of the present war in 
Europe, and six to eight months 
since we really started our prepar- 
edness program. In August of 
1939, the same index stood at 75 
per cent. In September of that 
year at 79.1 per cent. In Septem- 
ber of 1940 it was only 78 per 
cent, and recently released figures 
show the index now at 79.9 per 
cent. From this it is evident that 
price changes in the last 15 
months parallel closely the price 
changes in the first World War. 

While the Brookings Institution 
chart clearly indicates that past 
wars have ultimately caused sharp 
advances in prices, yet it shows 
that it took nearly two years after 
the outbreak of the first world war 


facts and eliminate, insofar as possible, 
the guesswork in our business ..... .” 


to produce any material change. 

At this time there are many un- 
derlying factors in our national 
economy which did not exist in 
1914, such as the existing produc- 
tion facilities and the many addi- 
tions which are being added to in- 
crease our ability to produce, and 
the large’ surplus now available 
in agricultural commodities. Our 
Federal Government, under exist- 
ing laws, can establish full and 
complete control over prices at 
any time. The Board of Governors 
of our Federal Reserve Banks has 
recently made definite recommen- 
dations to Congress in an effort to 
control existing inflationary im- 
plications in our monetary system. 

Industry recognizes the disas- 
trous effects of deflation which 
have always followed a cycle of 
advancing prices. Industry also 
recognizes its responsibility to the 
buying public to produce and sell 
its products at prices in keeping 
with the buying power of the con- 
sumer. On the other hand, the 
products manufactured and sold 
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by industry must be in keeping no doubt, far exceed the expan- 
with their costs and many items of __ sion in agricultrre. Domestic de- 
cost are today beyond the control mands for agricultural products 
of management. are good, but exports have fallen 

It is evident that the defense — to the lowest levels in recent his- 
program will promote a business tory. Prices of livestock, dairy 
boom and will very definitely im- products, poultry, egg and truck 
prove the condition of agriculture, | crops should maintain a satisfac- 
yet the expansion in industry will, tory price relationship with indus- 
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“SUIT YOURSELF M* DONOUGH, BUT | THINK Youd BE 
A LOT HAPPIER WITH A LADIES BIKE 


THE ORIGINAL DRAWING OF THIS CARTOON (size 13 x 13 in.), 
suitably mounted for use in window or other hardware store displays is 
available and will be sent, without charge, to the first reader sending 5 
cents postage to cover mailing costs. Ask for HARDWARE AGE CAR- 
TOON NO. 12 and send your request to Cartoon Editor, HARDWARE 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for window or interior display. (Size 13 x 13 in.) 
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try. The prices of these products 
are more sensitive than others to 
changes in industrial income. In- 
come from tobacco, cotton and 
wheat may be adversely affected 
by the existing surpluses and the 
decrease in export outlets. 

In view of the question of our 
industry’s ability to secure neces- 
sary materials and the uncertainty 
of the amount of our productive 
capacity which may be required 
for the armament program, and 
further, the uncertainty of the 
price situation, it certainly is ad- 
visable for the dealer as well as 
the farmer to anticipate his re- 
quirements farther in advance 
than under normal conditions. 

In our country’s plan for the 
mobilization of our man power, 
the building of armament and the 
production and storage of ade- 
quate farm commodities with 
which to feed and clothe our 
people, we must not overlook the 
necessity of preparing to meet the 
cost of this program and its eco- 
nomic effects. No one can esti- 
mate with any accuracy the cost of 
our preparedness and our aid to 
England and her allies. Most econ- 
omists figure the cost at some- 
where between $40,000,000,000 
and $50,000,000,000. and antici- 
pate that our annual budget defi- 
cits will be somewhere between 
$8,000,000,000 and $10,000,000,- 
000 per year for at least five 
years. Adding this to the existing 
federal deficit of some $50,000,- 
000,000 at the end of this fiscal 
year, will mean-a federal debt of 
somewhere near $100,000,000,000. 
A federal deficit, counties and 
states, is certainly a staggering, 
financial responsibility for us to 
carry 

For the fiscal year ending June 
30, 1941, the Treasury receipts 
from all sources are estimated at 
$6,650,000,000. For the fiscal year 
ending June 30, 1942 the budget 
requirements are $8,275,000,000, 
an increase of 24 per cent. The 
anticipated deficit in 1942 will be 
$9,200,000,000 against an antici- 
pated deficit of $6,189,000,000 this 
year. Our President has recom- 
mended to Congress a budget of 
$17,500,000,000 for our next fiscal 

(Continued on page 92) 
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EXTRA PROFITS IN 
KLEANBORE* HI-SPEED* 
.22 HOLLOW POINTS 





You do a favor both to your 
customer and to yourself 
when you sell him Kleanbore 
Hi-Speed .22’s with hollow 
point bullets instead of solid 
bullets. 

You make more profit, and 


your customers who go in 
for small game, pest and 
vermin shooting will get 


much better results with 
hollow points, as the illustra- 
tion above proves. The hol- 
low point bullet on Reming- 
ton rimfire ammunition is 
designed to give the maxi- 
mum effective expansion. The 
picture above shows a cross- 
section of one of these bul- 
lets, and the whole bullet be- 
fore and after expansion. 
The expanded bullet mea- 
sures .347 caliber! 


( Aavertisement) 























Who buys guns? New shooters, cer- 
tainly. And, praise be, the number of 
new shooters has been increasing stead- 
ily for the past few years. But new 
shooters are not the only, nor the larg- 
est, part of your potential gun market. 

The automobile business has stepped 
up the sale of new cars by selling them 
—not as replacements for old cars that 
have worn out—but by important im- 
provements in the newer models. 

The same thing is being done with 
guns—the latest model guns have as 
many new and desirable features as the 
new cars. Look over the specifications 
of the Remington 500 Series .22’s, or 
the new Model 31 shotgun, or the New 
Model 720 high power rifle, and com- 
pare them with older types. 

Radio manufacturers expanded their 
market by selling more than one set to 
a family. Shooters offer a like oppor- 
tunity to gun dealers. Most enthusiastic 
shooters want more than one gun! 

Thus, there are three ways to step 
up your gun sales. First, by selling to 
new shooters; second, by selling up-to- 
date models to owners of older guns; 
third, by selling additional guns espe- 
cially adapted in type, gauge or caliber 
to particular kinds of shooting, to 
shooters who already own other guns. 

But to get the most out of any of 
these markets, you need to stock and 
display a representative line of guns! 


““Only one to a customer?” 














SURE HE WAS A LONG WAY 


OFF...BUT NOT TOO FAR 


FOR A KLEANBORE™ 
HI-SPEED*.22 / 





* ‘“‘Kleanbore’’ 
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New Sound Picture 
shows steps to 
bigger volume 


“One Man Listens,” the Rem- 
ington - Peters - DuPont mer- 
chandising picture recently 
released for showings at 
hardware conventions, dealer 
and jobber meetings, shows 
four basic steps by which an 
average dealer can put mod- 
ern retail hardware mer- 
chandising to work. These 
steps were worked out by rec- 
ognized authorities in the 
hardware field. They are: 

1. Increase store traffic by tying in 
with manufacturers’ national ad- 
vertising through direct mail, 
local newspaper advertising and 
window displays. 

2. Make your store an easier place 
to buy in by proper display and 
arrangement of demand = and 
turnover items and proper use of 
point of sale advertising. 

. Get extra sales by suggesting re- 
lated items, and by informed 
salesmanship. 

- Take full advantage of every 
sales opportunity both inside and 

outside the store. 

For an_ illustrated booklet 

covering these and other 

points write Dept. O, Rem- 
ington Arms Co., Inc. 

Off. by Remington Arms Co., Inc., 
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SOMETHING NEW AND IMPORTANT 
IN .22 AUTOLOADERS 


RREL yet CUING © OM 
Bh aul newmreg WOIO earn Pm 





st nN 1 
Qyoot owe mist preach got 


cant 
THE NEW MODEL 550 rifle an- 
nounced by Remington is the 
first and only .22 autoloader 
made to shoot short, long 
and long rifle cartridges au- 
tomatically and interchange- 
ably without adjustment. 

When .22 shorts are used, 
the gas pressure is trans- 
mitted through the patented 
“Power Piston” as well as 
the head of the cartridge. 
This increases the energy of 
the .22 short sufficiently to 
operate a mechanism which 
otherwise would function only 
with long or long rifle .22’s. 


Bridgeport, Conn. 
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$1.00-a- 


eek Credit ‘Terms 








‘6 
lata in 


selling bicycles today is a matter 
of credit terms more than price,” 


owner, 


says Don E. Babcock, 


Babcock Hardware, Oconomowoc, 
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Wis. “Last year we, offered pay- 
ment terms as low as $1.00 per 
week after July 25, and during the 
balance of the season our sales on 
bicycles increased fourfold. More 
than 55 bicycles were sold during 
the year and approximately 85 per 
cent of them were sold after the 
easy payment plans were put into 
effect.” 

The increase in bicycle sales was 
not the only result of this poticy. 
Better margins of profits were 
earned because cash discounts, 
which heretofore had been given 
on cash sales, were eliminated. 
Customers could be told that the 


-marked price was the cash price. 


Store traffic also increased. 
Every individual paying for a 
bike came to the store to make 
the weekly payments. Boys and 


girls made some of the payments 
but their parents made most of 
them and while in the store made 
other purchases. 

Time payment plans appeal to 
many parents for they feel that it 
is a good way to interest a child 
in saving or in realizing the value 
of money. This frequently is the 
child’s first financial transaction 
and the parents will see that every- 
thing works out as it should. Many 
parents who could pay cash prefer 
to use the time payment plan. 

“We know that bicycles sold in 
this manner are excellent credit 
risks,” says Mr. Babcock. “Every 
account to date has been paid on 
time with one exception. This 
account is good but the individual 
is slow in making the payments. 
Parents will let a merchant repos- 
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sess almost any other item in the 
home but never the child’s bi- 
cycle.” 

The credit of people wishing to 
purchase a bicycle is investigated 
but it is not necessary to check 
this as closely as when other types 
of merchandise are sold. Condi- 
tional sale notes are signed by the 
parent and by the boy, if this is 
desirable for any reason. Weekly 
payments are set up to extend over 
a 20-week period, and down pay- 
ments are always secured. 

“We take in old bicycles as 
trade-ins on about 50 per cent of 
our sales,” says Mr. Babcock. “The 
allowance for a trade-in varies 
from $2.00 to $6.00. People who 


trade in an old bicycle usually 


= _ | moves NO- 


| | Down Payment ————~ 
| | 1aPoyt 
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s | Build Bicycle Business 


The Babcock Hardware, Oconomowoc, 
Wis., found bike sales increased 
four-fold following the inaugu- 
ration of its 20-payment policy 


want a fully-equipped one in the 
new purchase. 

“Bicycles received as trade-ins 
are cleaned and repaired and then 
are resold. We make money on 
the trade-ins and it gives us mer- 
chandise in the lower price bracket. 
All customers cannot afford a new 
bicycle.” 

A display of bicycles in the 
store is decidedly essential. At the 


_— 


ct NO— 
“——_—— 


———— 





Babcock Hardware they are shown 
at the front of the store just inside 
the front entrance. People must 
pass this merchandise as they en- 
ter and as they leave. An attrac- 
tive poster, telling of the easy 
credit terms, is prominently shown 
near this display. 

“Wholesalers’ and manufactur- 
ers’ cooperation makes it possible 
for us to extend attractive credit 
terms to customers,” says Mr. Bab- 
cock. “We carry all our own pa- 
per but really have only a small 
part of our own money invested. 
The reason for this is that we ex- 
tend credit to customers for five 
months, and our wholesaler allows 
us to pay for our bicycle purchases 
in four months, one-fourth of the 
total due each month. As a result 
we seldom have our own money 
invested in these accounts for 
more than, 30 days.” 

A total of five models are car- 
ried in stock all of the time. There 
are three boys’ models and two 
models for girls. Prices on boys’ 
bikes range from $23.95 to $32.95, 
and in the girls’ models from 
$23.95 to $27.95. Investment in 
inventory is a little more than 
$100.00 most of the time. 

Spring is one of the best seasons 
for bicycles. Other good seasons 
are at school opening time in Sep- 
tember and the Christmas period. 


The inside and cover of the 
payment record book which 
the purchaser receives. This 
is brought to the store as 
each payment is made and 
is recorded by the dealer. 
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HardwareMens 


Lawson G. Diggett, manager, hardware department, Malby- 
Conrad Lumber Co., Daytona Beach. Fla., is a midget racing 
sar fan. Here he is with his favorite Denny powered midget 
model at the Ormond Raceway, a concrete track built by 
elf and other midget model racer fans. He says, “In 
1913 when | was a youngster building models of racing cars 
I would go to the Mulby-Conrad Co. for a piece of wood, 
little dreaming some 25 years later |! would be in charge of 

> hardware department of the company. In that time I have 


nim 


300 authentic scale models of famous racing cars, 
including all the world record cars that have set land speed 
records, famous track cars of America and Europe. I have 
1 rather large collection of books, photos and clipping files 
on motor racing. More recently with the advent of the gas- 
oline engine-powered midget models I have gotten into that 
game. I would like to hear from any other of the hardware 
ind building trades fellows who are interested in the little 
‘ars and hope some of them can come to Florida with their 


ars to join us in some racing. 


1 P 1 a - " Urse, what 

Seaulieu of Beaulieu-Ineck & Co. of % teen Killed the | 

hardware dealers, is an experienced ai at Ripa eh, ore 

herman, and is well known for his , a d comseci™ 

. A decides 

e sports. For three years he has . 

sr of the South Dakota Game and » Kgeew* 

nmis: having three more years to serve. had kill 

At present he is vice-chairman of the commission. Every year, since 1916, he has hunted big roggyhe 
game and has done a lot of fishing. He says, “My hunting and fishing expeditions have taken 
me from Alaska, where I have been on two big game hunts, to Acapulco, Mexico. Have shot 
Kodiak and grizzly bears, moose, caribou, sheep and goat. In between times I have hunted live 
rattlesnakes. Two years ago I had 225 live rattlesnakes in captivity. Believe I have the biggest 
ind most complete individual collection of big game heads, etc., in the middle west.” Pictured 
is Mr. Beaulieu with “Bob” Feller, pitcher, and “Rollie” Hemsley, catcher, of the Cleveland 
Indians,” whom he conducted on a tour through the pheasant country in South Dakota, at 
which time the two players bagged the limit. “Bob” is to the left of the picture and ‘Rollie’ is 
at the right. The other picture shows Mr. Beaulieu and a guide with the skins of two Kodiak 


bears he bagged on the Alaska Peninsula. 


HARDWARE AGE INVITES ALL HARDWARE MEN TO SEND IN THEIR HOBBY PHOTOS. 
ALL ARE WELCOME—DEALERS, WHOLESALERS, MANUFACTURERS AND THEIR SALESMEN. 
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Western advertising is constantly on the job, help- 
ing you to sell-Western ammunition. The adver- 
tisement above, one of many, is appearing in 


leading outdoor magazines during April and May. 


et 





ents cartridge says 


6 COMPANY, 


X center 
the WIN \» Swe 


PRING'S marauders are 
now taking @ heavy toll 

of game. Protect game an 
enjoy days in the ope 
ing after pests wit 
¢ X cartridges. ’ 
bob-cat, wolf or coyote t 
oni put he'll “bite the dust 
instantly when a bullet from 
SUPER-X -22 Hornet, .220 Swif 
"250-3000 Savage or .257 Rok 
“Howdy” | 
itsown individual way! Soft Pot 
or Open Point—ranging from 
to 100 grains. Muzzle velocitiq 


2650 f. s. to 4140! 
Shooting this fast, power 
ammunition is a thrill in ise 


It just “gets” you an 
for it from the very 
Mail vn for full particulars. Al” 
Mell emma great ¥ inchete’ M 
Ipoit action rifle, shown be 


ble 
of the above calibers. a 


nes. right 
Rut let a he 
« of killing bi 
harply—and at r 
very often sceme a 
rt or recon! of the 
One recent morning & 
headache, ft made eb 
s fi Hut ¢ uti" 


, gauges 
an autole 
and arm 


less net 
Ww 


report, 
anything to 
headaches of 

As usual in such cae 
omits all mention of 











| SuperX and Xpert.22’s 


Increase Your Turnover 


iia in selling ammuni- 
tion or any other merchandise, 
depend upon the number of times 
the consumer demand enables 


you to turn your stock. 


Frequent turnover is essential for 
adequateé profits. You get the 
turnover you need when you 
stock SUPER-X and XPERT .22’s! 


SUPER-X long range .22’s are in 


big demand because they give 


pest shooters and small game 
hunters more W-H-A-M—more 
KNOCKOUT power! 


XPERT .22’s are in big demand 
because of the exceptional accu- 
racy that doesn’t cost the shooter 
any more than he pays for ordi- 
nary .22’s. 


Are your stocks ample to take 
care of the demand? 


WORLD CHAMPION AMMUNITION 











PRING’S marauders are 
now taking a heavy toll 
of game. Protect game and 
enjoy days in the open 
by going after pests with 
SUPER-X cartridges. 
A bob-cat, wolf or coyote is 
tough, but he'll “bite the dust” 
instantly when a bullet from a 
SUPER-X .22 Hornet, .220 Swift, 
250-3000 Savage or .257 Rob- re] HUN 
erts cartridge says “Howdy” in 
its own individual way! Soft Point ‘ Ss U PER = 
or Open Point—ranging from 46 
to 100 grains. Muzzle velocities: 
2650 f.'s. to 4140! mum pow 
Shooti this fast, powerful 
eanealean is a thrill in itself. proved SU 
It just “gets” you and you're all Th 
for it from the very first shot! rou 
ghout 


Mail coupon for full particulars. Also free 
a the great Winchester Model 70 
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O HUNTERS everywhere the name 
SUPER-X signifies POWER — maxi- 
mum power—because hunters have 
proved SUPER-X power in their guns. 


Throughout the complete range of rifle 
calibers for which SUPER-X center-fire 
cartridges are available—from the small- 
est, for pest shooting, to the largest sizes 
for big game—SUPER-X has an un- 
matched reputation for knockout power. 


That’s consumer acceptance and demand 
that means SALES for Western dealers! 


The SUPER-X combination of maximum 
velocity, bullets that do the job better 
(Soft Point and Open Point), accuracy 
that sends the bullets dead true to the 
hunter’s aim, and a clean rifle after the 
shots are fired, is a combination that 
spells S-A-L-E-S! 


WESTERN CARTRIDGE COMPANY 
Dept. D-55, East Alton, Ill. 


Moslen 
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Controlled Delayed Expansion 


Plus Deep Penetration 
DEADLY AT ALL HUNTING RANGES 


HE unique design of the Super-X SILVERTIP 
T expanding bullet has met with widespread 
consumer acceptance. The SILVERTIP has a thin 
jacket of nickel-silver, composed of copper, nickel 
and zinc, completely enclosing the lead core at the 
bullet tip. A tough outer jacket of Lubaloy metal 
encases both lead core and nickel-silver jacket. 
The special construction controls both the rapidity 
and the extent of expansion, from the shortest 
to the longest practical hunting ranges. 


The nickel-silver jacket retards expansion while 
the bullet pierces hair and hide and begins 
to penetrate. On reaching the body cavity ex- 
pansion is rapid and the SILVERTIP then spends 
its terrific force where most effective. This control 
of expansion, plus deep penetration, makes the 
SILVERTIP deadly at all hunting ranges. It is avail- 
able in 18 SUPER-X cartridges, in 15 popular 
calibers. Be sure your stock is large enough to 
meet the demand. Place your order now. 


Expansion of the bullet 
is delayed while silver 
colored jacket remains 
intact. 


Soft lead core protected 
by silver colored jacket. 
No more battered points. 


Tough outer jacket of 
Lubaloy encases ooh / 
lead core and silver col- 
ored jacket. 


\ Rapid expansion of bul- 
let occurs after silver 
colored jacket bursts 
open. 


\ Ultimate expansion is 
different calibers vary regulated by curlina of 
slightly to give greater the edge of outer iuba- 
effectiveness. loy jacket. 


Construction details of 
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SHOT SHELLS 


HINGS look good for another substantial 
DT sal in the duck supply for the com- 
ing fall hunting season, and that means an 
increase in the number of calls for the great- 


est wildfowl load ever developed—SUPER-X! 


Duck and goose hunters know how SUPER-X 
Short Shot String enables them to pull high- 
flying birds out of the sky that the ordinary 


loads can’t reach. 





Equally in demand—for upland game shoot- 
ing, trapshooting and skeet—is the Western 
XPERT shot shell—co-partner of SUPER-X in 
popularity. 


SUPER-X and XPERT comprise the most profit- 
able shot shell combination a dealer can 
handle. Anticipate your needs now and place 
your order with the Western jobber near 


you. We will gladly send you his name. 
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Feature Wire Cloth and Screens 
at Lhis Season 


1. ARE stores 


should be ready for the spring 
and summer selling season now. 
Selling and promotion plans for 
several months should be worked 
out in detail, ready to be put into 
operation when the proper time 
arrives. Each employee must 
know his or her part in the plan 
and the owner’s or manager’s job 
is to see that everyone carries out 
his assignment on time. 
Almost every hardware 
can be spic and span most of the 
amount of or- 


store 


time. A certain 


ganization and division of re- 
sponsibility, plus follow-up on the 
execution of these tasks, is all 
that is necessary to accomplish 
this. 

Cleanliness is a most important 
factor in the store front. Plate 
glass windows must be kept clean. 
A clean front tells people much 
about the rest of the store and 
merchandise always looks more 
desirable when seen through 
clean glass. Windows should be 
washed the first thing each morn- 
ing by one of the boys. In the 
larger cities, a window washing 


service is usually available at a 
nominal charge. 

Establish a definite schedule for 
this job and see that it is fol- 
lowed. This is very important if 
the job is to be done when it 
should be done. 

Keeping the interior tables and 
displays clean is another im- 
portant part of store housekeep- 
ing. Here again dividing 
responsibility for the cleaning job 
works well. Some concerns find 
it more satisfactory to employ a 
woman several days each week to 
do this cleaning job. No matter 
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Screen and Wire Cloth Window 


Merchandise: Black, pearl, and bronze wire cloth, screen doors, window screens, 
screen door latches, lock sets, night latches, hinges, spring hinges, door checks, screen 
door springs, braces, mending plates, bumper hooks, handles and screen door guards; 
fly spray, moth spray, and sprayers. 


Background: Center panel standard size screen door with sign attached. Side 
panels of light green corrugated board or wallboard painted. Cut-out letters in 
pink on dark green corrugated board sign. 
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Lawn and Garden Goods Window 


Merchandise: Power lawn mowers, hand mowers, trellis, flower bed border, metal 
chairs, hose reels, lawn hose, grass seed, rose bushes, lawn sprinkling devices, garden 
trowels, plant food, grass shears, pruning shears. 


Background: Center panel of dark green corrugated board or wallboard painted. 
Side panels of Nile green material. Cut-out letters of pink or white corrugated board. 


how the task is accomplished some 
scheduled program for doing the 
job should be established and the 
persons responsible for this work 
should understand it thoroughly. 


Window Illumination 


Since the show windows are 
among the most important adver- 
tising and selling mediums of the 
business, they should be given 
every opportunity to perform 
their jobs. Keeping the window 
illuminated for a reasonable time 
each night is one way to extend 
the period of their effectiveness. 

Time clocks are usually used to 
turn the window lights on and 
off at the proper hours. Since 
these times will change with the 
season a schedule should be made 
up in advance to guide the indi- 
vidual responsible for this activity. 
This should be posted near the 
time clock. Time clocks should 
be wound at regular intervals in 
order to prevent a turn off failure 
that might leave the lights on all 


50 


night with the extra costs that 
follow. 


Painting Fronts 


A bright, clean, newly painted 
front is inviting to customers. It 
is a splendid advertisement for 
the business and the paint line as 
well. It should be done every year 
for the cost of repainting most 
fronts is not excessive. In the 
modern store fronts of today, 
where considerable structural 
glass or other weather resisting 
materials are used, a thorough 
washing of the surface will often 
be sufficient. 


Floor Coverings 


Now and then special floor 
coverings add to the attractiveness 
of a display and provide an es- 
sential atmosphere for the mer- 
chandise which increases the 
attention value of the window. 
Artificial grass mats placed 6n the 
floors and fixtures of the lawn 


furniture and mowing equipment 
window shown in this section will 
give this value to this display 
when installed in the dealer’s 
store. These mats can be used over 
and over again and may be pur- 
chased in pieces one yard square 
at reasonable prices. If you would 
like to have the names of man- 
ufacturers of this material send 
your request on a post card to 
Harpware Ace, 100 E. 42nd St., 
New York, N. Y., and this infor- 


mation will be sent to you. 


Screen Door Background 


A standard-size screen door is 
used as the center panel of the 
background in the screen and 
wire cloth display shown in this 
section. The sign on the door is 
fastened to the wire and the cut 
out letters on the sign are fastened 
to the sheet of corrugated board 
with either paste or pins. Ad- 
justable window screens ‘on the 
side panels are supported by small 
screw hooks in the panels. 
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Where trustworthy tools are vital 





Photo:—American Airlines, Inc. 


When you're a mile or two aloft you're not inclined 
to compromise on mechanical performance. That's 
why the aircraft industry, in all its branches, de- 
mands the best obtainable in materials, machines 
and tools. And, significantly, you will find Crescent 
Tools very much in evidence wherever planes are 
built, flown or serviced. In fact, you'll find them 
furnished as standard equipment by many leading 
aircraft engine manufacturers. 


Crescent Tools include adjustable wrenches, pliers 
of all types, hacksaws, snips, screwdrivers, etc., 
etc. They are sold under the “Crescent” and “Cresto- 
loy” trade names by hardware dealers and indus- 
trial distributors everywhere. 


CRESCENT TOOL COMPANY, JAMESTOWN, N. Y. 


CRESCENT TOOLS 
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Pediclip Counter Card—Inter- 





esting sales points are illus- 
trated on the counter card of- 
fered by The H. C. Cook Co 
Ansonia, Conn manufactur 





ers of the Pediclip clipper 


MYERS 


SELF-ONLING AUTOMATIC 


WATER SYSTEMS 





FOR WELLS OR OTWER SOURCES OF Magic Chef Floor Display—aA floor display in patriotic 
WATER SUPPLY 23 OR MORE FRET red, white and blue is offered by the American Stove 
pati Wie Ay Co., 4301 Perkins Ave., Cleveland, Ohio, that surrounds 

Six, Nine, Twelve, tighteon ond the Magic Chef range with a handsome frame. It is 

Tweaty-feur inch Swvehes made in three pieces, is easy to assemble and is 


$0 vs 4060 Gattis priced to the dealer at $4.85 f.o.b. Cleveland. Ask for 
Per Mour Copecities Form L-791. 
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THE F. £. MYERS & BRO. CO. 
ASHLAND, OMIO. USA. 
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Myers Wall Chart—A wall chart offered to dealers 
by the F. E. Myers & Bro. Co., Ashland, Ohio, gives de- 
tailed information obout a popular self-oiling auto- 
1 water system. It is a fine chart to sell from or 


€ as a window display piece 


se 


PROCTOR 





: am Lau’s Showroom or Window Dis- 
ractive counter display card talomatic SME play—A model home with miniature 


To Sell Proctor Irons— An 


Niteair” attic fan installed with 
vent box over atiic stairway demon- 
strates the principle of summer cool- 
ing and ventilating. It is offered by 
the Lau Blower Co., Dayton, Ohio, 
and is a cream color with green 
trim. When unii is in operation, 
Cellophane strips attached to the at- 
tic window flutter and help cus- 
tomers visualize the circulation of 
air. Costs dealers only $10.00 f.o.b 
Dayton, Ohio. 





offered to dealers by tl 
Proctor Electric Co., sales divi 
sion of Proctor & Schwartz 
Inc., Philadelphia, Pa. The di 
play is lithographed in red 
und yellow and is approxi- 
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Barrett's “Tough and Beautiful” Display—The Bar- 
rett Co., 40 Rector St., New York City, is offering deal- 
ers a new “Prizefighter and the Lady” display for point 
of sale advertising and promotion of the company's 
asphalt shingles. ‘It is 45 in. wide and 41 in. high and 
advertises the toughness and beauty of the product. 


‘ 
60 


La lye Fans 
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GUARANTEES 
Konik Steel 

Westinghouse Fan Display — This 
eye-catching, traffic-stopping “lively 
air’ window and counter fan display 
is offered to dealers by Westing- 
house Electric & Manufacturing Co., 
Mansfield, Ohio. With each oscilla- 
tion of the fan, the pup’s ears blow 
back and attract attention. Display 

lithographed in full colors and 
operates with any 10 in. Westing- 
house fan. Dealers receive it free 


with a $50.00 order fer fans 
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Red Edge Screen Cloth Display 
A new, four-color window and count- 
er display for Red Edge screen cloth, 
which uses real screen in the dis- 
play's simulated windows, is offered 
by the Reynolds Wire Co., Dixon 
ill. The display is 30 in. high and 
opens to a width of 48 in. A 50 in 
window streamer and other smaller 
cards are also available 





Boy Scout Axe Display—The Col- 
lins Co., Collinsville, Conn., is pack- 
aging its Official Boy Scout Axe in 
a new, attractive container which 
can be used as a window and 
counter display. It holds a single 
axe, has a die-cut top, and is printed 
in green on white stock 


Continental Lawn Fence Dis- 
play—An attractive two-color 
counter, wall or window dis 
play showing an actual sam- 
ple of Continental's new orna- 
mental lawn fence, made of 
Konik, a patented steel, is 
offered free to dealers by the 
Continental Steel Corp., Koko- 
mo, Ind. The display also ha: 
a pocket designed for descrip- 
tive literature. 
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ADVANCES 


Some makes pipe wrenches. Cotton sash cord. 
One screen door closer. Some small cast pulleys. 
Brass shoulder and cup hooks. Rubber soles, heels. 
Malleable wire rope clips. Galv. pipe nipples. 
Certain vacuum bottles, kits. Some roller skates. 


Canvas clothing and accessories. 


Dampers. 


Radiator air moisteners. Gas tubing. Sheet lead. 


Copper stove connectors. Lead pipe. 


Soap. Picks, sledges, etc. 


Steel plate washers. Bale ties. Some chain lines. ; 
Linseed oil. Turpentine. Sisal rope. One line galv. fencing. 


Gasoline. Lead. Rubber. Crude oil. 


Cotton. 





Pipe wrenches—Advances of 
about 7% per cent were recently an- 
nounced by some makers of pipe 
wrenches. 

* * ” 

Cotton sash cord Prices 
were marked up another one cent per 
pound on April 1. 

* > * 

Steel sash locks—Advances 

on steel sash locks are expected. 
. * € 

Screen door closer—<An ad- 
vance of 10 per cent on one number of 
screen door closers was announced by 
one maker as of April 2. 

7 © 7 

Cast pulleys—Leading makers 
have advanced prices on miscellaneous 
small cast pulleys about 10 per cent. 

* 7 + 

Cup hooks—Brass shoulder 
and cup hooks were advanced 11 per 
cent late last month, following earlier 
increases in bright and brass wire goods 
lines. 





ADVANCES 
EXPECTED 


Steel sash locks. 
ranges. 

Canvas clothing, accessories. Ath- 
letic goods. 

Cutlery, silverware. 


Some stoves, 


54 


Malleable wire rope clips- 
Prices on orders placed since March 
15 are about 20 per cent higher than 


previously quoted. 
* * * 


Rubber soles and _ heels— 
Prices have been advanced slightly by 


one leading maker. 





DECLINES 


Acid resisting enamel sinks. 





' 
Galv. pipe nipples—Base 
prices on galvanized pipe nipples were 
advanced April 2, by one point. 
* € * 

Vacuum bottles, kits—Effec- 
tive April 10 one manufacturer ad- 
vanced prices on certain vacuum bot- 
tles and lunch kits about 5 per cent. 

* * * 

Roller skates—Some manufac- 
turers have made a slight advance on 
the prices of roller skates. 

+ * * 
Canvas clothing, accessories 
Canvas clothing and _ accessories 
prices have been advanced 5 per cent. 
Further advances are expected. 
e «6 

Stoves—A number of stove and 
range makers have withdrawn prices, 
with new quotations expected to be 
higher. - 





Dampers—A leading maker 
has announced a 5 per cent increase 
on the price of dampers. 


* * * 


Radiator air moisteners— 
“Corrugated” type radiator air-moist- 
ener prices have been advanced about 
15 per cent by some makers. 


Gas tubing—Late in March 
leading makers advanced gas tubing 
prices. A.G.A. approved tubing has 
been upped about 15 per cent, bare 
steel about 12% per cent. 


* * * 


Stove connectors — Copper 
stove connectors were advanced about 
5 per cent, late in March. 


* * * 


Lead pipe, sheet lead—Ef.- 
fective March 26 lead pipe and sheet 
lead were advanced 10 cents per 100 
lbs., to conform to the latest pig lead 
increases. 

+ . + 

Lawn mowers—Prices have 
been withdrawn by one maker on com- 
petitively priced lawn mowers, as ma- 
terials shortages will preclude the sup- 
plying of late buyers this season. 

* * * 


Poultry supplies—Wholesalers 
are, where possible, strengthening pur- 
chases of poultry waterers, feeders and 
other supplies, expecting that this sea- 
son’s high egg prices will bring a con- 
siderable increase in poultry raising. 


* * * 


Hames, etc.—Hame and hame 
trimming prices have been withdrawn 
by several manufacturers. Advances 
are expected, in the near future in 
these and in saddlery hardware sched- 
ules. 





PRICES 
WITHDRAWN 


Some stoves, ranges. 
mowers. 
Some housewares lines. 


Some lawn 


Hames. 
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“VW HAVE handled American Fence for almost 50 years 

and have always had the utmost satisfaction with 
it. We’ve found that customers who buy American Fence 
always come back. Any company who has made quality 
fence as long as that, naturally must make a good prod- 
uct to stay in business. The policy of our company has 
always been to handle the best lines of merchandise 
and we feel American Fence is the best fence obtainable. 
We find that our large and successful farmers not only 
want but insist on American Fence.” 

Dealers tell us why American Fence is the easiest fence 
to sell. Farmers tell us why American is the cheapest 
fence in the long run. And it’s all backed up by the fact 
that there is more American Fence in use than any other 


AMERICAN STEEL 


& WIRE 


Mr. Turley’s two sons are American Fence boosters, too. At the 
left, C. J. Turley and Wallis M. Turley pose in front of their stock 
of American Fence. At the right, Wallis Turley points out the 
popular slit-wing anchor on American’s husky T post. 


brand. To have a record like this it must be good. 

Does the brand of fence you sell have the confidence of 
farmers? Is it famous for long life? Does its quality assure 
satisfied customers? If not, it will pay you to switch to 
U-S-S American Fence. See your jobber, or write us for 
information on our attractive sales plans. And ask for 
folders, displays and other free material that we furnish 
to help our dealers get more fence business. 


COMPANY, Cleveland, Chicago and New York 


COLUMBIA STEEL COMPANY, San Francisco 


TENNESSEE COAL, 


IRON & RAILROAD COMPANY, 


Birmingham 


United States Steel Export Company, New York 
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made as rapidly as possible at prices . 
The Hardware Age Blackboard in effect at time of shipment. SS 
O4 Whole sale Hardware Sales ee 8s 6 ~ 
By Seagraphic Regions, for February Toys—As reported, in a sum- 
— 5 mary of the recent American Toy Fair, f 
appearing in the “News of the Trade” 
section of this issue of HarpwareE AGE, ~ 
there was an early rush to buy, with ~* 


earlier deliveries than last year re- 
quired by the manufacturers. 


% oo Ba 


9 pc 


Machine screws, etc.- Makers 
of cap, set and machine screws are 
operating at capacity and usually with 


\- 


extra shifts. Prices are very firm and 
the question of deliveries is an increas- 
ing problem. Machinery and equip- 
ment builders, the largest users, could 
use larger supplies than are promptly 


\ Veo 


available. 
% Ae % 
Bale ties—American Steel & 
Wire Co., on March 27, changed its trade 


price schedule on single loop bale ties, 





advancing straight carloads $4.00 pet 
ton, and less-than-carloads $5.00 per 





ton. The standard 15 gage, 9 foot 


States comprising regions in these charts: single loop ties, in L.C.L. quantities 


New England—(Conn., Maine, Mass., N. H., R. 1, Vt.) are now quoted at $1.33 per bundle 
Middle Atlantic—(N. J., N. Y., Pa.) 9" . 9 “tae his 
East North Central—(IiL., Ind., Mich., Ohio, Wis.) of 250, as against $1.24 prior to this 
West North Central—(lowa, Kan., Minn., Mo., Neb., N. D., S. D.) advance 

South Atlantic—(Del., D. C., Fla., Ga., Md., N. C., S. C., Va., W. Va.) i 

East South Central—(Ala., Ky., Miss., Tenn.) i a 

West South Central—(Ark., La., Okla., Texas.) a) ’ —- 
Mountain—(Ariz., Colo., Idaho, Mont., Neb., N M., Utah, Wyo.) Nails—Galvanizing Ad- 
Pacific—(Calif., Ore., Wash.) vanced—On April 4, American Steel 


& Wire Co. increased its extras for gal- 
vanizing standard wire nails, 25 cents 





Soap.-Procter & Gamble Co Carriage and machine bolts per 100 pounds. On nails of 15 gage 
has increased the whole ale prices of Prices are firm and mot makers are and heavier, the galvanizing extra was 
major soap lines by approximately 4 quoting from day to day, with no quo- raised to $2.25 per 100 pounds (form- 
per cent, the first such change since tations left open. One maker issued a erly $2.00) and on nails 15% gage 
September, 1939. bulletin stating that it has had to adopt and lighter, the galvanizing charge will 

* * * the procedure of placing orders re- be $2.75 (formerly $2.50). These fig- 

Picks, sledges, ete. Follow- ceived after April 1 on file in the ures do not relate to “hot dipped” gal- 

ing close upon earlier March mark-ups order of their receipt, shipments to be vanizing, which is still more costly. 


on heavy tools picks, sledges, etc. 
increases of about five per cent were 


announced late last month 


The Hardware Age Blackboard 


4 Wholesale Hardware Inuentorues 


Steel washers—Steel plate 


washers have taken another 25 cents ‘ am 
y Seographic Regions, for February 


per 100 pounds mark-up—the second 


of like amount since Jan. 1, with the 


heavier or base sizes affected most 





heavily in percentage of increase. 
*_ * * 


Sinks—Leading sink manufac- 
turers, as a means of assisting the gen- 
eral policy of featuring acid-resisting 
enamel coatings, have reduced prices 
on these sinks about 5 per cent. These 
companies are discontinuing regular 
enamel sinks. 

a * ut 

Athletic goods-— One large 

manufacturer is accepting orders for 





fall sports equipment up to May 20, at 





present prices, but has notified dis- 





tributors that prices thereafter will be 


higher Stock-sales ratios are percentages obtained by dividing the cost value of stocks by sales 
. of an identical group of firms. 
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lights in 
LEAK PROT os. 
$13.26, ©°* Aashlight 


RAY-O-VAC COMPANY 


MADISON, WISCONSIN 


CHICAGO COLUMBUS NEW YORK CITY DALLAS 
SAN FRANCISCO KANSAS CITY MEMPHIS ATLANTA 
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Cutlery and_ silverware 
Wholesalers are told that general price 
advances in pocket and household cut- 


Due to 


increasing difficulty in obtaining some 


lery cannot long be deferred. 


needed metal supplies, Oneida Com- 
munity, Ltd., has instituted a reduction 
in the number of items it will manu- 
facture in their different patterns. In 
some cases, as many as 10 to 12 dif- 
ferent items will be eliminated tem- 


porarily. 


” * ~ 





Chain lines Malleable and 
steel link belt chains have been ad- 
vanced, by some makers, with a mark- 
up of about 5 and 5 per cent on mal- 
leable, and about 20 per cent on steel. 
prices about 


Some makers advanced 


10 cents per ewt., on heavy “pound” 
chain, sizes % inch and larger. Quo- 
tations for galvanizing chain are now 
generally dependent upon the size, style 
and tonnage involved. 


os oa te 


Linseed and Turpentine 
Linseed oil and turpentine have again 
advanced—turpentine two cents per gal- 


lon on April 7, and linseed oil a fur- 


ther 1'2 cents per gallon each (3 cents 


total) on March 25 and on April 7. 


Distributors state that one crusher of 
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4 Wholesale Hardware Collections on Accounts Recewable 





phic Regions, for February, 194! 









































Collection percentages are obtained by dividing the collections on accounts during the 
month by accounts receivable outstanding at the beginning of that month for an identical 
group of firms. 


flaxseed is of the opinion that users 
should cover for their requirements up 
to fall. 


clined to avoid speculation in 


Most sellers, however, are in- 
these 
materials. 
* * * 
Carpenters’ tools 
lists issued March 31 


New price 
show advances 
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Master Rule Mig. Co., Inc. 815 E. 136th St, N.Y.C. Dept. al 
1 enclose $1.50 for delivery postpoid for one “Streamline” 
MASTER TAPE RULE, with spore blode 


Co. Nome. 





Address. a 





City. Stote. 





Jobber Nome 
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on some items made by Stanley Tools, 
New Britain, Conn. Stanley block and 
bench plane dealer prices have been 
advanced 5 to 10 per cent. Stanley 
Everlasting chisels are advanced 5 per 
cent. Socket chisel prices are advanced 


10 per cent. 


% ~ 
Sisal rope and cordage— 
April 1 brought no price change on 


manila rope, but leading makers in- 
creased prices one cent per pound (list) 
on both grades of sisal rope. New 
Zone 2 


are subject to further change without 


(central) base prices, which 
notice, are as follows on sizes 4-inch 
and larger: Best (No. 1) Stainless Sisal 
15% cents per lb.; No. 2 Sisal 13% 
cents per lb. Less 10 per cent to 


dealers. 


Micrometer calipers The 
Office of Production Management has 
suggested that the shortage in the sup- 
micrometer 


ply of calipers can be 


minimized by (1) spreading instru- 
ments among more workmen and (2) 
use of caliper gages or other tools of 
secondary precision where possible. Of- 
ficials of the OPM’s industrial supply 
section said that production of microm- 
eters has increased about 25 per cent 
in the last 90 days, adding that fur- 
ther increases are anticipated. 


Galvanized fencing Effec- 
tive March 27, American Steel & Wire 
Co., Inc., advanced prices on its El- 
wood fence line approximately $5.00 
Other 


fence items were not affected at this 


per ton, or about 51% per cent. 
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U.S. Hardware Exports Were 
$5,177,209 in February 


United States experts of hard- 
ware and allied lines during Feb- 
ruary, 1941, were valued at $5,- 
177,208, a decline of one per cent 
from January, 1941, but an in- 
crease of 18 per cent over Feb- 
ruary, 1940, according to the Spec- 
ialties Division, Bureau of Foreign 
& Domestic Commerce. Compari- 
sons of February, 1941, exports 
with those of February, 1940, for 
the various items in this classifi- 
cation show that abrasives and 
plumbing fixtures and equipment 
were the only two items to register 
a decline, which was 21 per cent 
for each. The actual values of 
hardware exports are shown in the 
following table: 


February 
941 1940 
ee GO oid ccedasa $1,638,258 $1,378,491 
DEE: ccbacecaesesa 708,830 319,582 
BEE c.tectvccese 680,580 863,433 
Builders’ and other 

erdware ..ccccsees 628,184 495,055 
Ee 351,676 195,620 
Cooking and heating 

equipment ......... 323,026 301,872 
Plumbing fixtures and 

equipment ......... 318,160 401,894 
Table and kitchen uten- 

We ccarausionsene ene 199,217 169,040 
r:  Oererrerrr rrr 134,999 84,498 
Lamps and lanterns .. 118,128 95,402 
Scales and balances.. 76,151 70,247 

TE « wizecssnvdd $5,177,209 $4,375,134 





time. In connection with this change, 
and the increase on bale ties (see 
page 56), the manufacturer states that 
these show current prices, and_ that 
orders accepted are subject to price 
revision in the event of any further 
market changes in effect at time of 
shipment. Mills report that new busi- 
ness on fencing is being received in 
good volume, current buying being 
somewhat above a year ago. Welded 
wire reinforcing fabric is in exception- 
ally good demand because of national 
defense requirements. 


* ” * 


Furniture sales heavy—In- 
creased public spending power, and 
probably fears of further price rise, 
sent February furniture sales sharply 
higher, and close to the 1929 record. 
A recent industry survey indicates ship- 
ments in February were about 17 per 
cent higher than in January, and about 
31 per cent higher than in February, 
1940. For the first two months of the 
year, shipments were ahead of 1940 by 
28 per cent. With new orders exceed- 
ing shipments, the backlog of orders 
at the end of February was 46 per cent 
greater than at the end of February, 
1940. 


Cut and wire tacks—An im- 
portant tack manufacturer notified its 
customers that while its policy, in the 
past, has been to permit coverage prior 
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to price increase no advance notice will TRADES GRAPH 
be given in the future. The company 
stated, however, that despite uncer- 


tainty as to future developments “there 





is no immediate prospect of a price 
change.” Current prices are firm and 
orders for not more than two months’ 
supply (based on 1940 purchases) are 
being accepted for shipment prior to 


) HARDWARE 4x0 


May 1. The announcement further PAE ALLIED LINES 
indicated that orders for shipment after WILLIONS “OF DOLLARS 
May 1 will take the price prevailing at mal ee ee 
time of shipment, all orders to be a 
shipped subject to the manufacturer's turers have withdrawn all prices and 
i are discouraging new orders, except 
7 Joker for deferred delivery at open prices. 
Appliance sales—The latest Other manufacturers have advanced 
(February) national sales records in prices about 5 per cent, endeavoring 
major electrical home utilities were out- to serve regular customers only. Here 
standing. Electric refrigerators set a and there, limited supplies of stamped 
new February peak of 333,335 units aluminum ware are coming through on 
sold, compared with 261,328 a year ago. old orders. Jobbers report deliveries 
Household washers (155,546 units) on cast aluminum lines “few and far 
gained 9.29 per cent over the 1940 between,” and that service on regular 
month, and ironers (20,492 units) were cast hollow-ware now is about 90 days 
up 101 per cent. Vacuum cleaner sales behind. , 
for the month totaled 163,998 units, a * * * 
gain of 13 per cent over last year. The Price controls—On April 2, 
popularity of tank model cleaners is Washington set maximum price levels 
increasing. for two products regarded as vital to 
oe the armament program bituminous 
Housewares—The situation on coal, and scrap iron and steel. The 
standard galvanized ware is becoming price stabilization commis ioner said 
steadily more difficult. Some manufac- (Continued on page 106) 





Sold by 
Dealers for 
Over 20 Years 





Quick 
PROFITS! bees 


Fast 7 
TURN-OVER 

With 
TITE-LINE! 


® Here’s a self-display item 
that uses small counter-space 
and pays big dividends in 
sales response. 








Attractive 
e 


Simple to 
Set Up 








For over twenty years, TITE-LINE has been a fast-selling, fair profit item 
in hardware stores everywhere. Simple to use, fool-proof in operation the 
TITE-LINE Clothes Line holder is a ‘must’ item for nearly every household. 
And the new display carton invites customers to buy, makes selling TITE- 
LINE an effortless job. Order from your jobber. If he does not stock TITE- 


LINE, write, giving us his name. We’ll see that you are served promptly. 


| FREE! TITE-LINE SELF-DEMONSTRATOR 


An absorbing gadget — sells merchandise while 
your customers are waiting to be waited on! 
Write to 


THE MIDLAND COMPANY, INC. 


1202 Rawson Avenue - South Milwaukee, Wis 
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Presenting Our Guest Editor 


WENDELL H. COLLINS 


Buyer and Sales Manager 
Harris-Luckett Hardware Co., 
San Angelo, Texas 


Whose Subject Is 


Volume Selling 


iF this streamlined, 


fast-moving age, we hear much in 
hardware circles, both wholesale 
and retail, about volume selling. 
For some, it seems to hold a pecu- 
liar fascination. They think, speak 
and plan under the influence of 
its magic. To buy and sell in 
large quantities, to increase vol- 
ume, is their one aim and objec- 
tive in life. It is their ideal of 
successful merchandising. 

To this false and unsound prac- 
tice, they have sacrificed every 
tried and proven business prin- 
ciple. The words “legitimate prof- 
its” appear to have been stricken 
trom their vocabularies as mean- 
ingless. Sales and more sales, to 
them, are the prime factors of 
success. Profits are not worthy 
of consideration. They seek to 
strangle competition, while tight- 
ening the noose about their own 
necks. 

Truly, competition is the life of 
trade. Legitimate, constructive, 
honorable competition has made 


60 


\merica the commercial center of 
the world. It is for these prin- 
ciples and business ethics, out 
forefathers fought and which 
American business should strive 
to perpetuate. 

It is this destructive and de- 
moralizing practice that is eating 
at the vitals of legitimate business. 
We still hold to the simple, child- 
ish belief that selling without 
profit is a destructive practice. 
Any business institution that fills 
the needs of the community it 
serves, we believe. is entitled to a 
fair margin of profit. Time and 
time again, we have seen standard, 
recognized brands of merchan- 
dise, of American manufacture. 
sacrificed by volume-crazed dis- 
tributors for no other reason than 
to increase unprofitable sales. 

The hardware fraternity knows 
only too well that when bread 
and butter items, so to speak, are 
footballed in this manner we all 
suffer. This is why some of the 
so-called “big shots” of the trade 


























WENDELL H. COLLINS 


wonder, when the yearly round-up 
is over and all the strays counted, 
and the cold facts whistle through 
their B.V.D.’s, (they have already 
lost their pants), what has be- 
come of the summer wages. 

A large hardware jobber re- 
marked to us some time ago with 
evident pride, that he had in- 
creased his volume 30 per cent 
over the preceding year, yet his 
financial statement showed that he 
had not made a thin dime. 

This is not intended as an in- 
dictment of the hardware indus- 
try at large, but is merely given in 
the spirit of friendly criticism. We 
trust that our friends of the trade, 
in both wholesale and retail chan- 
nels, will join in this crusade 
against unsound and demoralizing 
practices. For we firmly believe 
that it is only by adherence to the 
fundamentals of sound business 
ethics, that we can meet the threat 
to our American standards of suc- 
cessful merchandising and pre 
serve to ourselves and our pos- 
terity, a just and fair reward for 
our labors. 
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YOU'RE LUCKY IF YOU CASH IN ON 


‘MORE CUTS 
WITH NUCUTS” » 






























When you push NUCUT Files with the exclusive 
“WAVY TEETH”, you are selling proved performance 


that means bigger file sales 


Today, buyers go for the files that can turn out more work in Jess time with 
less effort . . . files that can cut clean, cut true, cut better for a longer time. 


That is why we say you'll be Jucky with NUCUT. The patented and 
exclusive NUCUT “WAVY TEETH” feature —a scientifically designed combin- 
ation of staggered coarse teeth and fine teeth that first cut deep and then level 

. .. both with the same stroke — gives your customer easier, cleaner filing and 
MORE cuts per file life. This superior NUCUT performance so satisfies him that 

you get his file business again and again . . . plus 

a reputation for quality products. 


Cash in on “MORE CUTS WITH NUCUTS” — it’s 
your pass-word to bigger file sales. Order NUCUT 
Files from your nearby jobber — today. If he 
cannot supply you . . . write us. 


HELLER BROTHERS COMPANY 


Newark, N. J. Newcomerstown, Ohio 






WAVY TEETH 





FILES 


APRIL 17, 1941 61 











READ IT IN HARDWARE AGE 


NEWS OF|T 


HARDWARE AGE FOR 


News of Retailers, Jobbers, 


and Manufacturers and 


Salesmen 











APRII 


LAMSON & SESSIONS BUYS 


WHOLESALERS SELLING WITHIN STATE CONSIDERED ee San 
IN INTERSTATE COMMERCE—UNDER WAGE-HOUR LAW) iy. bamson & peetti Ce. 


| Cleveland, Ohio, has purchased 
| the machinery and stock of nuts 
and steel of the semi-finished nut 


N 


Georgia court decision rules that wholesale distribution is inter- 
state commerce even when goods are brought to rest within the 





! ~ no 

wholesaler's state, thus affirming wage-hour division’s position that Sn att meen, C 

wholesalers come under wage-hour law. Court also sets guides of that company will represent of 

for determining whether a wholesale business is engaged in |Lamson & Sessions with his is 

interstate commerce within the meaning of the wage-hour law. regular customers. This purchase M 

does not affect and has no bear- M 

ing upon the manufacture and ss 

(Washington Bureau the beginning is little and the| from out-of-state supplies and | sales of other products of The bet 

of Harpwass Aas) ending big, or the beginning big | therefrom furnishes goods to| Sherman-Klove Co. r 

A recent decision by a Federal | and the ending little. In such | carry out the contract, extending | th 

district court in Georgia, holding | a case the commerce is the same | over a period of time; ” 

that wholesale distribution is in- | throughout and the figures are 4. One which by experience | on 

terstate commerce even though congruous. Under the circum- | knows in advance approximately THOMSON-DIGGS TO HOLD 8e 

the goods distributed are brought | stances, Alterman (an Atlanta what goods will be required to 

to rest within the wholesaler’s | wholesale grocery owner) and his | supply its trade, and thus keeps SPORTS SHOW, APRIL 19-20 

state, is regarded by the Labor | business is not any the less en-| only one-tenth of the goods sold The Thomson-Diggs Co., 7 
Department's wage-hour division gaged in commerce because it | yearly on hand at any one time; | wholesale hardware and_sport- 
as an important affirmance of its| does not further carry on the| which directly competes with| ing goods firm, Sacramento, 
position that wholesale distribu-| <tream of commerce into another | out-of-state wholesalers, and a | Calif., is holding its fourth bien- 

tion of goods which have crossed | state. The proposition that ante- | stoppage of which would burden | nial sports goods show April 19 V 

state lines is covered by the Fair | cedent acts may engage one in| and dislocate interstate com- | and 20 in the Sacramento Memo- th 

Labor Standards Act even though | commerce as well as subsequent | merce, as well as other circum- rial Auditorium. Admission is as 

the goods do not thereafter leave | acts would appear to be sup-| stances in proof. by invitation only. a 





the state in which the distributor | ported by authority and is cer di 





is eae | tedenty sound in reason.” : = = ot 
fage-Hour Administrator The opinion further pointed al 
Philip B. Fleming was prompt to| out that the question of subse.|l» P. FINLEY OF UNION FORK & HOE 
publicize the opinion as “one of | quent interstate shipment fur- ELECTED PRESIDENT OF EXPORT FIRM L 
the most important decisions” | nishes one test of interstate com- en ; : : th 
yet made on the extent of wage-| merce but “does not supply a iL. P. Finley, vice-president and and industrial tools. - Henry Sé 
hour law’s coverage. At the | definite and uinessinn danieal director of sales and advertising | Fischer, New York City, has 
same time he emphasized that | which may be applied ge for the Union Fork & Hoe Co.,| been reelected vice-president and p 
more than a million and a half | transactions to measure and de- Columbus, Ohio, has recently as- | secretary. ‘ Pp 
workers are engaged in the| fine their inter or intra state _ Founded in 1884 by W. J. th 
wholesale trade, and that on the | -haracter.”. The court laid down Kingsland, who had previously if 
basis of estimates made two years | these guides to determine wheth served — foreign agent for Henry fr 
ago by the Bureau of Labor} er 4 wholesale business is en- Disston & Sons, Inc., and Fayette 7 
Statistics there are nearly 80,000} gaged in interstate commerce | R. Plumb, Inc., the Kingsland u 
workers in the trade receiving | within the meaning of the wage. | Co. has long been closely con- a 





less than 30 cents an hour, and 
447,000 employees working in ex- 
cess of 42 hours a week. 

The opinion was written by 
Federal District Judge Robert L. 
Russell, of the Northern District 
of Georgia, and takes exception 
to reliance frequently placed 
upon the Schecter-NRA decision 
handed down by the Supreme 
Court in May, 1935, that after 
goods are purchased and “come 
to rest” in the hands of a jobber, 
any further distribution is purely 
local and does not meet the test 
of subsequent shipment 
state lines. In this 
Judge Russell said: 

“Interstate commerce must 
have a beginning and an ending. 
It makes no difference whether 


across 


connection 
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hour law: 

1. Where a wholesale distribu- 
tor employs all the instrumentali- 
ties of commerce to produce a 
recurring and constant flow of 
goods in commerce, and its profit 
and prosperity depends solely on 
the rate and amount of such flow, 
and an essential part of its busi- 
ness is unloading and delivering 
(frequently without any storage) 
interstate shipments: 

2. Where the has 
goods packed under its name in 
other states for distribution with- 


business 


in its own state and is sole dis- 
its territory for out- 
of-state packers; 


tributor in 


3. One which contracts for in 


advance and thereafter orders 








L. P. FINLEY 


sumed additional duties as pres- 
ident and treasurer of W. J. 
Kingsland & Co. of New York 
City, export representatives for 
Union’s line of farm and garden 


| 
| 





nected with the hardware trade 
for which it furnishes specialized 


| representation in all parts of the 


world. In addition to the Union 
Fork & Hoe Co., it is export 
representative for the F. & N. 
Lawnmower Co., Indianapolis, 
Ind.; H. B. Sherman Mfg. Co., 
Battle Creek, Mich; Luther 
Grinder Co., Fond du Lac, Wis.; 
Motomower Co., Detroit, Mich.; 
Toledo Wheelbarrow Co., Toledo, 
Ohio; Wrought Washer Co., Mil- 
waukee, Wis., and others. Since 
his retirement from business, Mr. 
Kingsland has been living at 
Carmel-by-the-Sea, Calif. Mr. 
Finley, the new president, will 
continue to be in active charge 
of Union Fork & Hoe Co.’s sales 
and advertising at Columbus. 
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MILLER-TYDINGS REPEAL RECOMMENDED 
TO CONGRESS IN CURRENT T.N.E.C. REPORT 


(Washington Bureau 


of HARDWARE AGE) 
The Temporary National Eco- 
nomic Committee, reporting to | 


Congress on its three-year in- 


vestigation into the concentration 


of economic power, has recom- 
mended the _ repeal of 
Miller-Tydings Resale 

Maintenance Act. Legal 
tions embodied in the law, 
TNEC said, 


Price 


the 


economy, 

ities into the pricing of certain 

goods which restrain trade.” 
The TNEC adopted recom- 


WHEELING STEEL MAKES 
DIVISION CHANGES 

The Wheeling Steel Corp., 
Wheeling, W. Va., has announced 
the appointment of Paul 
as assistant manager of the gal- 
vanized sheet and roofing sales 
division. Mr. Lyon joined the 
organization several ago 
and has been identified with the 
tin plate sales division. William 
L. Latta is manager of sales of 
the galvanized sheet and roofing 
sales division. 

Also announced was the ap- 
pointment of D. L. Irvine to the 
position of assistant manager of 
the tin plate sales division. Mr. 
Irvine will move to Wheeling 


years 


from Chicago where he has been | 


identified with the Chicago dis- 
trict office of Wheeling Steel in 
a sales capacity. 


I. J. Koehnline was appointed, | 


also, assistant manager of the tin 
plate sales division. 
line has been connected with the 
lithographing division of the tin 
plate sales division for some 
years. R. F. Sentner is manager 
of sales of the tin plate sales di- 
vision of Wheeling Steel Corp. 


BOXWELL FIELD SALES 
MGR. FOR YALE & TOWNE 
The Yale & Towne Mfg. Co., 


Stamford, Conn., announces the 


promotion of J. Frank Boxwell to | 
manager field sales, in which po- | 
sition he will travel with Yale & 
Towne salesmen in a supervisory 
capacity. 


Mr. Boxwell joined the 
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17, 





the 


sanc- | . , 
| practices to be expected from| sentative B. 


price-fixing conspiracies. 
I'he legal sanction of such prac-| Undersecretary of 
the | 
| other members of the joint Con- 


“tend to undermine | | 
the basic tenets of a competitive | 
and introduces rigid- | 


1 


| mendations made 
Department, 


by the 
which had 


this paragraph in its report: 
“The Miller-Tydings 


maintenance contracts in 


of those economic and_ social 


private 


tices tends to undermine 
basic tenets of a competitive 
}economy, and introduces rig- 


ities into the pricing of certain| approved the recommendation. 


company in 1909 and has been 
representing the Stamford divi- 
ion of Yale & Towne in the 
and southwestern ter- 


| southern 


Lyon | 





J. FRANK BOXWELL 


Mr. Koehn.- | 


| ritory. He assisted in organizing 
| the Texas Hardware Boosters and 
| was elected its first president, 
| and is well known for his activi- 
| ties in the hardware industry. 


46TH CREDIT CONGRESS, 

NEW ORLEANS, MAY 11-15 
| With initial arrangements com- 
| pleted, plans for the 46th annual 
| Credit Congress of the National 
Association of Credit Men, One 
Park Avenue, New York City, 


| were announced. The congress 
|will be held in New Orleans, 
May 11-15, inclusive, with head- 


Justice 
urged 
| repeal of the law, and included 


Enabling 
Act, which legalizes resale price 
inter- 
state commerce, results in some | 


| gressional - executive 





| 


| Arnold, as 


| trade division. 


| Woolcott 





| 1936. 
quarters in the Jung Hotel. As | 


which _ restrain 
Consequently we recommend to 
the Congress the repeal of the 
Miller-Tydings Enabling Act.” 
this recom- 


goods 


Dissenting from 
mendation were 
C. O’Mahoney, TNEC 
Representative 
ners, Democrat of Texas; 
Carroll 
Republican of Tennessee; 


Repre- 
Reece, 


Wayne C. Taylor. The 


nine 


committee 





an integral part of the Credit 
Congress, it was announced that 
the 11th annual series of indus- 
try and business group meetings 
will also be staged on Wednes- 
day, May 14, at the convention, 
which will close the 45th year of 
activity of the National Associa- 





tion of Credit Men since its 
founding in Toledo, Ohio, in | 
1896. | 


trade. | | 


. | 
Senator Joseph | 
chairman; | 
Hattan W. Sum- 


and | 
Commerce | 


| 











ALVAN T. SIMONDS 


ALVAN T. SIMONDS NEW 
PRESIDENT OF SIMONDS 
SAW & STEEL COMPANY 


Alvan T. Simonds, chairman 
of the Simonds Saw & Steel Co., 
Fitchburg, Mass., board of di- 
rectors, has been made president 
and general manager of the com- 
pany. He succeeds the late G. K. 
Simonds in those positions. G. K. 
Simonds, Jr, is assistant general 
manager. 


R. E. ARNOLD NOW MANAGES SALES 
“UNIVERSAL” HEATING APPLIANCES 


Frary & Clark, New 
has announced 
of Robert E. 

manager of 
heating appliances to the electric 


Landers, 
Britain, Conn., 
the appointment 
sales 


Beardsley & 
Mfg. Co., Waterbury, 
Conn., as a salesman in New 
England and New York State, 
Mr. Arnold spent a number of 
years in Waterbury and was later 
transferred to New York City | 
and put in charge of the small | 
appliance division of that com: | 
pany. From September, 1933, | 
until February 1 of this year | 
when his resignation became ef- | 
fective, Mr. Arnold was asso- | 

| 

| 


Formerly with 





ciated with the Silex Co., Hart- 
ford, Conn. He was made sales | 
manager in 1935 and_ general 
sales manager of the company in | 








He will have complete charge 


of “Universal” heating appliances 
to the electric trade, according to 
B. C. Neece, “Universal” general 
sales manager. 





ROBERT E. 


ARNOLD 








BUYING HEAVY AND PRICES FIRM AT 
AMERICAN TOY FAIR IN NEW YORK 


Orders averaged 50 per cent or more above those 


placed at 1940 fair. 


Heavier buying and earlier de- 


liveries spurred by possibility of both labor and 
material shortages. More than 3700 buyers from hard- 
ware wholesalers and retail stores and other toy out- 
lets attended fair held in New York City, March 10-29 


More than 3700 toy buyers, in- | 


cluding wholesale and _ retail | 
hardware buyers, and _ buyers | 
from department stores, chain | 


stores and other toy outlets, at. | 
American Toy | 


tended the annual 


| 





JAMES L. FRI 


Fair, held under the auspices of 
the Toy Manufacturers of the 
U. S. A., Ine., 200 Fifth Ave., 
New York City, March 10-29. Ex- 
hibits were held at 200 Fifth 
Ave., 1107 Broadway and other 
permanent showrooms and at the 
Hotel McAlpin. Because of the 
war there was a decrease in the 
number of buyers from some 
foreign countries. However, there 
was an increase in the number of 





domestic buyers. The first week 
of the fair was Toy Wholesalers’ 
Week, the balance of the fair 
being open to the general trade. 

The trend in recent years has 
been more and more toward toys, 
games and playthings having 
genuine educational value. Many 


phases of homemaking, art, sci- 
ence, building construction, trans- 
portation and industry are re- 
produced in the new and 
improved offerings shown at the | 
recent fair. About 2 per 
of the toys shown, were inspired 
by national defense preparations, 
decided emphasis being on the 
defense angle of our military and 
naval forces. The toy industry 
is expecting an increase of from 
5 to 10 per cent over the $240,- 
000,000 retail volume of 1940, 
providing production is not cur- 
tailed by materials shortages. 


cent | 


64 


| that 


“Buying was very heavy and|Co., Chicago, Ill, advertising 
prices were very firm,” stated | agency. The campaign will in- 


James L. Fri, managing director, 
Toy Manufacturers of the U.S.A., 
Inc., “Manufacturers and buyers 
each 


were sympathetic as to 


| other’s problems, because of the 


Orders 
earlier shipment 
And buyers were, 
perfectly 


uncertain future.” 
generally for 
than last year. 
in most 


were 


instances, 


willing to take shipments just as | 


soon as the manufacturers are 
ready. 
delivery as near to the selling 
Great empha- 
sis was placed, by manufactur- 
ers, on the possibility of mate- 
rials bottlenecks developing later 
on. And there was general recog- 
nition of the fact that labor short- 
ages may become a more severe 
problem than materials shortages. 


period as possible. 


Indicative of the heavy order- 
ing, during the fair, is the state- 
ment of Horatio D. Clark, 
assistant director, Toy Manufac- 
turers of the U.S.A., Inc., that 
orders, “Increased, on an aver- 


Heretofore buyers took | 





age of 50 per cent or more above | 


those placed at the time of the 
1940 fair,” despite the fact that 
this year’s fair was nearly a 
month earlier than last year. 
Policies as to prices and delivery 


dates were based entirely on con- | 


ditions facing individual manu- 
facturers. 
announced 
cept 


manufacturers 
they would ac- 
current 
only for periods as short as 30 
to 60 days. 

The 1941 program 
of the association was outlined at 
a meeting held during the fair. 
H. E. Luhrs, The Beistle Co., 
Shippensburg, Pa., president, Toy 
Manufacturers of the U.S.A,, 
Inc., “The American toy 
industry is adopting a long-range 


Some 
that 


orders, at prices, 


promotion 


said, 


promotion program starting in | 
1941 to drive home two main 


American consumers 
only to 


points to 


toys are second 


schools as influences on child life | 
| material will be reproduced and 


and American made toys are bet- 
ter made, longer 
greater value per dollar and are 
more adapted to the needs of 
children.” The 
gram is being carried on by a 
headed by Cass S. 
Hough, Daisy Mfg. Co., Ply- 
mouth, Mich., and planned and 
executed by The L. W. Ramsey 


American pro- 


committee 


lasting, offer | 





| 





clude national magazine adver- 
tising, merchandising of the ad- 
vertising in the form of reprints 
and a dealers work kit to be 
used by stores. 

An original painting, “Christ- 
mas Eve” by Harry Anderson is 
the picture theme for 1941 ad- 
vertising and merchandising lit- 


erature. The copy theme i:, 
|“This Christmas—Buy An EX- 
TRA TOY.” Emphasis, in the 


copy for the campaign, is on 
the idea of providing every less 
fortunate boy and girl, in the 


United States, with a new toy 
at Christmas time. The entire 
promotion revolves around the 


local dealer and the “extra toy” 
idea. Included in the kit are 
counter stands, envelope stuffers, 


counterette cards, window and 
counter stand of the national 
magazine advertising, window 


streamers, a toy sales manual for 





Official emblem of the 
Toy Manufacturers of 
the U.S.A., Ine. 


more profitable toy department 
operations, and six or seven news- 
paper advertising mats. Then there 
is a 30 by 40-inch full-color repro- 
duction of the theme picture 
“Christmas Eve” for window and 
toy department display. Prac- 
tically every piece of promotional 


supplied in full color to cooperat- 
ing stores at actual cost of pro- 
duction, enabling each store to 


| tie in with the national advertis- 


ing campaign which will appear 
during the fall. 

Since the percentage of im- 
ported playthings has been show- 











10 years, the European war had 
but little effect upon the exhibit. 
Christmas tree ornaments and a 
few other specialties which were 
once largely imported are, and 
have been for quite some time, 
being made successfully in this 
country. 
New 
scooters 
created 
in previous years. 
bicycles, with new 
and various new features were 
shown by some of the manufac 
turers, in showrooms at the 
McAlpin Hotel and at their 
permanent showrooms in other 
buildings. As pointed out in 
the article, “How to Merchandise 
Bicycles.” published in the 
March 20, 1941, issue of Harp- 
ware AGE, bicycle sales in this 
country again passed the 1,000, 
000 mark in 1940 and give every 
indication of again passing that 
mark in 1941. Each year since 
1936 American bicycle manufac 
turers have made and sold in 
excess of 1,000,000 machines. 
American illustrating 
different types of city and coun- 
try life with appropriate minia- 
tures of people and animals were 
shown, some figures being made 
of plastic materials. Boat, train 
and airplane construction kits 
were very much in evidence, in- 
cluding items of interest to both 
children and adults. Scale model 
kits for making life-like minia 
ture railroad trains, tracks, etc.. 
were shown in lower price ranges 


and 
and 
considerable 


improved bicycles, 


juvenile vehicles 
interest as 
Streamlined 
accessories 


scenes 


than previously offered. New 
games designed primarily for 


children and new adult pastimes 
were offered. Several manufac- 
turers offered kits of several 
games as gifts for young men 
in army camps. Some of the 
games were old favorites, others 
being of more recent design. 
New games tying in with trans- 
portation and trading were 
shown. There were games tying 
in with radio quiz programs, and 
new forms of baseball and foot 
ball games, including one em 
ploying a _ photo-electric cell. 
Vehicles, designed to look like 
fighting planes were shown as 
well as modernized versions of 
older types of wheel goods. 

New costumes for dolls were 
very much in evidence. One 
manufacturer of a plastic pliant 
skin doll showed a life size doll 
that may be used as a plaything 
or as a mannequin for display 
with baby’s items. Blocks in a 
variety of plastic materials were 
offered, some of them for the 
first time. And one manufacturer 
offered a plastic set, samples of 
a hard plastic substance in a 


variety of colors and shapes 


ing a steady decline, in the past | being offered together with in- 
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structions for making a variety 
of items from the material. 

A wide variety of dart games 
were displayed including some 
with an adhesive substance in- 
stead of a metal tip, and others 
with suction cups instead of 
metal points. Trains, both me- 
chanical and electrical, were 
shown in new designs and with 
new accessories. Construction 
sets, in metal, wood and other 
substances and a variety of sci- 
ence toys attracted crowds of 
buyers as in previous years. 

New tie-ins with comic strip, 
radio and book characters were 
shown including a number of 
items under Raggedy Ann and 
Raggedy Andy licenses. New 
items were also shown on other 
characters. 


120 ATTEND BOOSTERS 
“NITE OUT” PARTY 


For quite a few years the 
Hardware Boosters recognized 
the approach of spring with an 
annual “Nite Out” in the form of 
a beefsteak party. The custom 
was revived after a lapse of sev- 
eral years, with a beefsteak party 
held Thursday evening, April 3, 
at the Aldine Club, 200 Fifth 
Ave., New York City. One 
hundred and twenty members 








and guests enjoyed plentiful sup- 
plies of beefsteak, and other 


victuals associated with such a 
banquet, and beer. The tradi- 
tional cap and apron used to 
disguise business attire was 
handed out to each diner while 
speeches and other formalities 
were dispensed with for the eve- 
ning and a varied bill of profes- 


sional entertainment concluded | 


the evening’s festivities. 

The party was arranged and 
conducted by the entertainment 
committee headed by A. M. 
Glueck, manufacturers’ agent, 
and vice-president of the Boost- 
ers. Others on the entertainment 
committee were: Charles Pincus, 
Stanley Works; Howard Erick- 
son, Ek Hardware Co., Inc., and 
Daniel Werth, Star Expansion 
Bolt Co. 


C. W. PITT REPRESENTS 
LINDEMANN & HOVERSON 





| 


| 


The C. W. Pitt Manufacturers’ | 


Agency, 69th & Market Sts., Up- 
per Darby, Pa., has been ap- 
pointed representative for the 


A. J. Lindemann & Hoverson | 


Co., Milwaukee, Wis., gas and 


electric range manufacturer. The | 
Pitt company also represents the | 


Earle Hdwe.. Mfg. Co., Reading. 
Pa.; Swan Rubber Co., Bucyrus, 
Ohio; Hoyt & Worthen Tanning 
Corp., Haverhill, Mass., and the 
American Brass Goods Co., 
Grand Rapids, Mich. 


CLAUSE HEADS PITTSBURGH PLATE GLASS; 
WHERRETT BECOMES BOARD VICE-CHAIRMAN 


Robert L. Clause, who joined 
the company in 1914 as a drafts- 
man, has been elected president 
of the Pittsburgh Plate Glass Co., 





ROBERT L. CLAUSE 





Pittsburgh, Pa., succeeding H. S. 
Wherrett, who becomes vice- 
chairman of the board of direc- 
tors. The changes occurred fol- 
lowing the annual meeting of | 
stockholders of the company at 


APRIL 17, 1941 


which all directors were re- 
elected. 
the creation of the new office 
of vice-chairman of the board, the 
post being filled by Mr. Wher- 
rett. 

Mr. Wherrett first became con- 
nected with the Pittsburgh Plate 
Glass Company organization in 
1891 at Kokomo, Ind. He became 
manager of plate glass sales in 
1905; chairman of the commer 
cial department in 1916; vice- 
president in 1919, and president 
in 1928. 


Stockholders approved | 





‘ 
Mr. Clause, the newly elected | 


president, following his gradua- 
tion from Cornell University as a 
mechanical engineer, was em- 


ployed by Pittsburgh Plate Glass | 
Company as a draftsman in Sep- | 
tember, 1914. He served succes- | 


sively as an assistant superinten- 
dent and as general superinten- 
dent of plate glass manufacture. 

He was elected a director of 
the company in 1922 and in 1926 
he became a vice-president. Jn 
1940 he was appointed executive 
vice-president. For the past 14 
years Mr. Clause has been head 


|of the company’s glass division. 








TO SEE 


BIG VALUE 


IN YOUR JOBBER’S 
CATALOG.... 


REMEMBER 






QuikwerK TOOLS HAVE IT 














< a: 


DOUBLE FACE 
BLACKSMITHS’ 


Always look for the Quikwerk 
Line when you need Heavy 
Hardware Tools because it pays. 
High value is there! Your cus- 
tomers will appreciate their long 
life and safety. They have uni- 
form striking contours, freedom 
from surface-seams and imper- 
fections, and pleasing appear- 
ance. No other picks, mattocks, 
sledges, etc., are made to such 


close physical and 





chemical specifica- 


NO. 84 





tions. Be sure to 






get these extra 





qualities. 





SLEDGE 


WARREN TOOL CORP 
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GOOD WORKMEN 


Ash for Kleins 


HE man whose wages depend upon 

the work he does knows that only 

the best in tools is good enough for him. 
That's why you find Klein pliers in 
the hands of electricians, carpenters— 





good workmen everywhere. 


Your copy of 
the Klein Pock- 
et Tool Guide 
will be sent on 
request 


Your stock of tools is not complete un- 
less it includes quality pliers. Make it a 
pointtocheck upon your Kleins—NOW. 


Distributed Through Jobbers 


WELTER rn KLEIN=:: & Sons 





Henry W. Phelps has resigned 
as a member and as chairman of 





H. W. PHELPS 


nue, New York City. The office 
of the chairman of the board will 
be abolished. Mr. Phelps will, 
however, continue in an advisory 
capacity and will retain offices at 


| the board of directors of the | 


American Can Co., 230 Park Ave- | 


PHELPS RESIGNS BOARD CHAIRMANSHIP 
OF AMERICAN CAN COMPANY 


|230 Park Avenue, New York 
City. 

Mr. Phelps has served the 
American Can Company since its 
formation in 1901, although as 
far back as 1887 he began mak- 
ing cans with the firm of Ranney 
& Phelps. In 1894, the canning 
end of the business was sold out 
and the can making department 
moved to Hoopeston, Ill., as the 
Union Can Company, which oper- 
ated until 1901 when it was 
merged into the American Can 
Company. On April 1, 1901, he 
was assigned as district manager 
of sales for packers’ cans with 
headquarters in Chicago. A year 
later, he was transferred to San 
Francisco as general manager of 
the Pacific district, including the 
Hawaiian Islands. In 1905, Mr. 
| Phelps came to New York as 
| general manager of sales and in 
| 1913, he became vice-president 
and continued to act as general 
manager of sales until 1923 when 
| he was elected president of the 
company. In May, 1936, he was 
elected to the chairmanship of 
the board, which position he held 
up until the present time. 











Congoleum-Nairn, Inc., Kearny, 
N. J., has announced that be- 
ginning April 14 and continuing 
through May 31, it will conduct 
an intensive promotional cam- 
paign. During the campaign 
Congoleum-Nairn will sponsor a 
dealer window display contest to 
run from April 14 to May 31; 
will supply dealer promotional 
helps, including banners, display 
cards and ad mats; and in addi- 
tibn will offer a 5 per cent ad- 
vertising and promotional allow- 
ance on all “Gold Seal Congo- 
leum” shipped to dealers from 
April 1 to May 31. 

The window display contest 
will center on the theme of 
“Home Preparedness.” For those 
dealers participating, 182 awards 
will be offered, including two 
| National Grand Prizes of Piper 
| Cub airplanes, 1941 Cadillac 
| sedans, or the equivalent in cash. 

For the contest, Congoleum- 

Nairn will divide its dealers into 

two groups — those dealers in 
| cities of less than 25,000 popula- 
tion, and those in cities of 25,- 
000 and more. Ninety cash prizes 
will be awarded in each group 
in addition to one of the national 
grand prizes. 





To be eligible for the national 
grand prizes of the Piper Cub 





Congoleum-Nairn Sponsors Window Contest 
as Part of National Promotion 


airplanes or Cadillac sedans and 
additional cash prizes, each 
dealer will be required to submit 
a photograph of his window ac- 
companied by his newspaper ad- 
vertisement of 150 lines or more, 
both featuring “Gold Seal Con- 
goleum” exclusively. The win- 
dow, featuring exclusively “Gold 
Seal Congoleum,” must contain 
not less than six different pat- 
terns of “Gold Seal Congoleum” 
De Luxe rugs and four different 
patterns of “Gold Seal Congo- 
leum-Superwear” rugs. To aid 
the dealers in their window ar- 
rangements, Congoleum-Nairn is 
furnishing free, display cards 
and window banners. Also to be 
furnished as part of the “Home 
Preparedness” promotion are 
mats of advertisements. 


SQUARE CLUB DINNER 
HOTEL ASTOR, MAY 8 


The Hardware Square Club, 
which will hold its 14th annual 
stag shore dinner and entertain- 
ment, Tuesday evening, May 8, 
at the Hotel Astor, New York 
City, has announced that more 
than 750 reservations have al- 
ready been received. The party, 
this year, will be limited to 900. 
Tickets at $5.00 each may be 
secured from Ralph S. Allen, 
Diamond Expansion Bolt Co., 48 
W. Broadway, New York. 
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PROGRAM NOTES FOR SOUTHERN CONVENTION 
APRIL 21-24, HOTEL PEABODY, MEMPHIS, TENN. 


In addition to the guest speak-, roll and Personnel Records”; 
ers at the joint sessions during | “Methods of | Compensating 
the 5lst annual convention of| Regular and Specialty Sales- 
the Southern Hardware Jobbers| men”; “Problems of Expense 
Association and the 82nd annual | Control,” and “Hardware Open 
convention of the American | House.” 

Hardware Manufacturers Associa-| Special events of convention 


CASH IN... 


| NEW JACOBSEN SALES FRANCHISE—LETS YOU SELL 
|THE FULL LINE OF JACOBSEN POWER MOWERS TO YOUR 


ion, April 21-24 a 1e Hotel | week include the semi-annual 
sr Reg Bch ig clive Pete CITY PARK DEPARTMENT, CEMETERIES, SCHOOLS, GOLF 


Peabody, Memphis, Tenn., the | luncheon of the X-Club, Tuesday, 


jobbers at their separate busi-| April 22; annual meeting of - | COURSES AND INSTITUTIONS, WITH THE CO-OPERATION 


ness meeting, Tuesday morning, | Old Guard, Tuesday morning; a | 


April 22, will discuss the follow- | barbecue for the entire conven- | OF JACOBSEN FACTORY REPRESENTATIVES AND DIS- 


ing topics: “Buying Policies”; | tion gathering at the country 


“Our Customer—The Retailer”; | place of Leslie M. Stratton, 25 | TRIBUTORS WHO ASSIST YOU WITH DEMONSTRATIONS 


“Developing Specialty Lines”; | miles from Memphis, on Tuesday 
“Building a Hardware Catalog,” | afternoon, with Orgill Bros. & 
and “Relations With Employees.” | Co., and the Stratton-Warren | 
In addition there will be an ad- | Hdwe. Co., as hosts; special en- | 
dress on “1941 Tax Problems| tertainment Tuesday evening: 
with Particular Reference to the | |yncheon for the ladies at the | 
New Excess Profits Tax,” | by | Memphis Country Club on Wed- 
J. ne a e Houston, Tex., nesday; golf tournament for the | 
member ot the committee on . . ae 
Sdiaek Catton of Gn dat at the Country Club, Wed- 
ican Institute of Accountants. 

Topics to be discussed by the 
jobbers at their concluding busi- 
ness session, Thursday morning, 
April 24, will include: “Problems 
Under The Wages and Hours | Sunday evening, April 20, at the 
Law”; Modernizing the Pay- | Hotel Chisca. 


nesday, and formal reception and 
ball in the evening. 

The Central States Hardware 
Club, Chicago, will also give a 
typical southern chicken dinner, 








JENKINS N. E. WICKWIRE | County, Brooklyn, Manhattan 
SPENCER SALES HEAD and the Bronx, Charles Klein- 


Percy Jenkins has resumed all hardt, mgpereggr . poner hae 
. ‘ , sociation, was elected president; 
duties which he previously held E. W. Cundall, North Jersey 
as New England district sales Hardware & Supply Association, 
first vice-president; Charles Tif- 
fin, Westchester Country Hdwe. 
| Association, second  vice-presi- 
| dent; Anthony Herrmann, Brook- 
| lyn Hardware Association, third 
| vice-president; Henry Bond re- 
| elected treasurer, and Ralph S. 
| Allen, Diamond Expansion Bolt | 
Co., 48 W. Becadway, New York, | 


| reelected secretary. 


OLDEST RETAIL STORE | 
IN EVANSVILLE, IND. | 


| Fred P. Straub & Co., retail | 
| hardware firm of Evansville, Ind., 
| is believed to be the oldest re- 
tail establishment in that city. 
The purchase of a locksmith | 
| store in 1858 by Jacob Straub | 
was the founding of the present | 
| company. The business is now 
ge - = of S prod- | being operated by the third gen- 
ucts, for the ickwire Spencer | eration of the family. 
Steel Co., 500 Fifth Avenue, New| Jacob Straub immediately turn 
York. He is located at the com-| eq over the active management 
oO Wel Lng mis Mass., offices, | of the hardware store to his son, | 
ebster Street. 





PERCY JENKINS 


| Fred P., who was active in its 
| operation until his death in 1925 


ELECT NEW OFFICERS | at the age of 87. To aid him in 
METROPOLITAN ASSN. 'the operation of the business, 


| ~ . 
At the annual meeting of the | Fred P. Straub had the services 


Metropolitan Hardware Associa-| of his two sons, Fred H., and 
tion, New York City, composed | Theodore. The former had been 
of retail hardware associations of | associated with the business for 


North New Jersey, Westchester more than 50 years. | 





APRIL 17, 1941 


. | AND SERVICE ! 





ty 
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MNSOLD IN 1840 


You can sell many a home 
owner with a large lawn the 
popular priced Lawn Queen 
model—a 20” heavy duty 
mower that can “take it” on 
any competitive demonstra- 
tion. Suburbanites everywhere 
want this amazingly easy way 
to Lawn Beauty. You can sell 
twenty-five to fifty 
Lawn Queens in 
a single season. 



















Hand in hand 
with Jacobsen 
Power Mower 
sales to parks, cemeteries, 
schools, golf courses, and es- 
tates, you will find easy sales 
on the new Jacobsen All Steel 
Hand Mower. Silent as the 
night, it is the “smoothest” and 
“easiest pushing’ mower on 
wheels. You will 
win manyfriends 
with this new 
super mower. 











A Jacobsen factory representative awaits your 
call to show you profit possibilities you 
never believed possible. Write us ay. 


JACOBSEN MANUFACTURING COMPANY 


715 WASHINGTON AVE., RACINE, WIS. 


POWER 
LAWN 
MOWERS 


JACOBSEN 
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Heat Regulator Set 


“Wouldn’t it be SWELL to start NEXT season 
with AUTOMATIC TEMPERATURE CONTROL 
on your Oil Heater?” 


Ask your present Heater Owners this question— 
Now! Then show them how easy and inexpen- 
sively this convenience can be enjoyed—with an 
A-P THERMOSTATIC HEAT REGULATOR SET. 
Gives them truly modern heating —controlled 
accurately by merely setting an attractive Wall 
Thermostat. Saves time, effort and FUEL — with 
more uniform healthful heat. Installation is 
easy with the new A-P “Plug-In” Transformer 
that plugs into any wall outlet like a lamp cord. 


Make this follow-up Sale and Profit on every 
Oil Heater Customer. Ask your Manufacturer, 
Distributor or Jobber for details on A-P Auto- 
matic Control Accessories — or write direct. 


+ AUTOMATIC pRoDUCTS Company 
‘Sy second street 






| hardware man _ in 


| under the name of K. F. Jacob- 





OBITUARIES 





J. CHARLES ROSS 


J. Charles Ross, 69, former 
Kalamazoo, 
Mich., and a past president of 


the corporation changed to the 
Jacobsen Mfg. Co. Because of 
ill health, Mr. Jacobsen retired 
in 1937 but continued as a mem 


| ber of the board of directors. 


MAURICE F. SCHMIDT 


Maurice F. Schmidt, 71, vet 
eran hardware and implement 
dealer of Manlius, Ill., passed 
away recently. Mr. Schmidt had 
been engaged in the hardware 
business ever since the town of 
Manlius was founded. Surviving 
are his widow and two children, 
Maurice and Ethel. 








J. CHARLES ROSS 


the National Retail Hardware 
Association and Michigan Retail 
Hardware Association, passed 
away March 27. 

In 1910 Mr. Ross went to 
Kalamazoo to manage the hard- 
ware business, Edwards and 
| Chamberlin Co., an outgrowth 
| of a hardware store established 
in that city in 1845. In 1933, he 
and Charles N. Drescher pur- 
chased control of the firm which 
became the J. Charles Ross Co. 
In 1938, Mr. Ross retired from 
the hardware end of the busi- | 
ness. His widow and a daughter | 





survive. | 


J]. ADAM SCHWEITZER 

J. Adam Schweitzer, 55, vice- 
president of the Diamond Ex- 
Garwood, N. J., 
passed away recently. Mr. 
Schweitzer was born in Jersey 
City, N. J., and joined the Dia- 
mond Expansion Bolt Co. 40 
years ago as an office boy. His 
widow and two daughters sur- 


pansion Bolt Co., 





vive. 


K. F. JACOBSEN 


K. F. Jacobsen, 74, founder 
of the Jacobsen Mfg. Co., Ra- 
cine, Wis., passed away March 
23. He was born in Denmark 
and came to Racine in 1890. In 
1904 he opened a pattern shop 


sen & Co., which flourished be- 
cause of the rapidly growing 
automobile industry. He organ- 
ized the Thor Machine Works 
in 1917 and in 1921 the produc- 
tion was concentrated on power 
lawn mowers and the name of | 





WILLIAM A. BRIGGS 


William A. Briggs, associated 
with the Boston Woven Hose & 
Rubber Co., Boston, Mass., for 
38 years, passed away March 22 
at his home in Atlanta, Ga. Mr 
Briggs joined the company in 
1903 in the receiving department 
in the factory. After a short 
time he was transferred to the 
jar ring department where he 
served as foreman during the 
next several years. In 1918 he 
joined the sales department 
where his first work was in con- 
junction with the piece goods 
division, later becoming head of 
the service department. Follow 
ing that, he was appointed assis- 
tant to A. C. Kingston, general 
manager, a position which he 


| held for two or three years until 


1931, when he was transferred 
to the Pacific Coast on a special 
mission. A year later he re- 
turned to the east and assumed 
charge of the family accounts’ 
division and in October of the 
following year was appointed 
manager of the southern sales 
district with headquarters in At 
lanta. 





W. A. BRIGGS 
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JAMES NORTH STANLEY 

James North Stanley of Brook- 
line, Mass., passed away recently. 
Mr. Stanley was 79 years old and 





JAMES N. STANLEY 
for many years was associated 
with Landers, Frary & Clark, 


New Britain, Conn. He retired 
in 1927. 


A member of the HARDWARE 


Ace Fifty-Year Club, Mr. Stan- | 


ley devoted his entire business 
career of more than 50 years to 
Landers, Frary & Clark. 
Entering the organization in 
\ugust, 1876, as a boy of 15, 
he began his hardware career in 
the company’s plating room. A 
year later he was transferred to 
the packing room, continuing in 
that department for five years, 
two years of that time as fore- 
man. From 1885 to 1901 he 
traveled for the company, devot- 
ing his early years as a traveling 
representative to a New England 
territory. Later he was given 
charge of the middle New York 
state territory, and temporarily 
took on additional territory in 
Pennsylvania and Ohio for a fel- 
low salesman who was then in 


poor health. From 1901 to 1917 


Aluminum and Nickel 


| he was factory manager for the 
| company, handling, at the same 


time, a territory including Louis- 


ville, Ky., Cleveland, Ohio, and | 
through part of New York state | 


|trade. Mr. Stanley 
| pointed assistant secretary of the 
company on Jan. 31, 1905, and 
from Jan. 10, 1912, to March 25, 
| 1925, 
as assistant treasurer. A 
|} man at heart, Mr. Stanley re- 


sales- 


as well as the Boston wholesale | 
was ap- | 


he served the organization | 


turned to that end of the busi- | 


| ness in 1925 


and continued in | 


that activity until his resignatior | 


in 1927. 


LOUIS HOROWITZ 


Louis Horowitz, 58, president | 


of the Rahway Hdwe. Co., Rah- 

way, N. J., 

22 in Miami Beach, Fla. 

Horowitz opened his hardware 

business in 1926 and was presi- 
| dent of his company since that 

time. He is survived by his 
| widow and two sons, Benjamin 
| and Leonard Horowitz, associated 
jie the business. 
| 

HARRY G. DAVIS 
Harry G. Davis, director of 

research of the Farm Equipment 
Institute passed away recently. 
Mr. Davis was associate editor of 
the Northwest Farm Equipment 
| Journal in Minneapolis for a 
period of seven years and had 
associated with the Insti- 
| tute for nine years. 


been 


O. S. KEENE 
O. S. Keene, founder of the 
| O. S. Keene Machine Co., Elk- 


| hart, Ind., passed away recently. | 


He was 56 years old and had 
been active in the business un- 
| til a few weeks prior to his 
death. His son, Wilbur C. Keene, 
will operation of the 
| business under the same name. 


continue 


Priorities 


Cut Down on Bronze Nickel Keys 


With the Federal Government 
placing strict priorities on alumi- 
num and nickel, builders’ hard- 
ware manufacturers are finding 


it difficult to procure metals con- | 


taining aluminum or nickel, ex- 
cept on a_ priority 
metals containing 
nickel, one manufacturer points 
out in a letter to the trade that 
in cooperation with the Defense 


conserve on 


basis. To | 


|the past have been regularly 


| packed with three keys. 


BOOK TELLS STORY OF 
GENERAL ELECTRIC CO. 


“Men and Volts” by John 
| Winthrop Hammond and _ pub- 
|lished by the J. B. Lippincott 


| Co., New York City, tells the 
| story of the first thirty-odd years 





Program, and in line with sug-| of the General Electric Co. and 





gestion made by the National | the history of the development | 


Bureau of Standards, U. S. De-| of electric power. It tells of the 
partment of Commerce, it will | men who paved the way for the 
hereafter furnish two nickel | “Electrical Age,” Edison, Thom- 
bronze keys with all entrance son, Coffin, Steinmetz, and others, 
door locks, front door locks,| and of their discoveries, trials, 
night latches, dead locks, that in | 


and amazing successes. 
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passed away March | 


Mr. | 








Bullet jacket scored on 
inside (Top-Notched). 
Expands evenly. Im- 
proved mushrooming 
at all hunting ranges. 


Bullet jacket 
thickened at cen- 
ter to hold core 
tight, and prevent 


disintegration. 


SAVAGE 


CENTER FIRE 





Bullet before impact. 


At impact, nose flat- 
tens . . . jacket starts 
spreading along di- 
rectional lines. 


Second stage. Jackef 

spreads further, bullet 
continues to expand 
evenly. 


Final stage. A perfect 

mushroom, twice 
original caliber of 
bullet... core intact. 


CARTRIDGES 


Top Notch 


BULLETS 
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NEW MINNESOTA LAW PROHIBITS 


GOVERNMENT SELLING TO EMPLOYEES 


Minnesota’s bill S.F. 
the state legislature and has the 
approving signature of the Gov- 
ernor. This law prohibits govern- 
ment departments from selling 
government employees and is in- 
tended to stop one important 
phase of “trade diversion,” that 
is growing in all sections. The 
text of the law follows: 


A But 
For an act concerning the sale 
of certain merchandise to em- 
ployees by the state of Minne- 


sota or a political subdivision | 


thereof. 
BE IT ENACTED BY THE 
LEGISLATURE OF THE 


STATE OF MINNESOTA: | 


Section 1. SALE TO EM.- 
PLOYEES PROHIBITED. No 


department or agency of the 


39 has, 
been passed by both houses of | 


litical subdivision thereof, or 
member or officer, acting in such 
capacity, of any town or county 
board or common council of any 
village or city, or any purchas- 
ing agent or purchasing agency 


of the state or any political sub- | 


division thereof, shall sell or 
procure for sale or have in its 
possession or under its control 
for sale to any employees of the 
state or of any political sub- 
division thereof, any article, ma- 
terial, product or merchandise of 
whatsoever nature. 

Section 2. Any person, firm, 
or corporation, violating the pro- 
visions of Section (1) shall be 
deemed guilty of a misdemeanor. 
Each act prohibited by this 
Section shall constitute a_ sep- 
arate violation and offense there- 


under. 


G.E. Host to Business Paper Editors 


More than 150 editors of busi- 
ness papers, consumer publica- 
tions, and executives of the Gen- 
eral Electric Co., participated in 
an editorial conference held at 
the General Electric Institute, 
Bridgeport, Conn., Friday, March 
21. B. W. Bullock, 


advertising 


ager, home service section, also 
spoke, Miss Nolan telling about 
the product labeling now used 


The 


on ranges, refrigerators, etc. 


State of Minnesota, or any po- | 


| workings of the company’s new 
| fully automatic washer were ex- 
| plained, in detail, and with mov- 
ling picture by John M. Wicht, 
laundry equip- 


| manager, home 


| ment section. 

| (C. M. Snyder, assistant man- 
| ager, appliance and merchandis- 
ling department, 
|}changes in the cost of various 
| appliances, comparing the 1929 
price of $292.00 for a refriger- 
lator with the 1940 price of 
| $152.00, and other appliances. 
| The average price of appli- 
| ances in 1929 was $67.00, where- 
jas the average price was $24.00 
iby 1940. The conference was 
|concluded with a buffet supper 
|and dance at the Hotel Strat- 
| field. 


reviewed the 


| RETAIL FARM EQUIPMENT 


| ASSN. NAMES SECRETARY 


L. L. Miller has been ap- 


pointed full-time secretary of the | 


Ohio Retail Farm Equipment 
Association and offices will be 
opened in Columbus, Ohio. Mr. 
Miller has had many years of 
trade association experience, hav- 
ing been active in the Ohio Bank- 
ers’ Association. Recently he 
was secretary of the Marion Pro 
Credit Association. 





duction 





GILLETTE HOLDS TELEPHONE CONFERENCE 


and sales promotion manager, ap- | 


pliance and merchandise depart 
ment, was master of ceremonies. 
H. L. Andrews, 


appliance and 


vice-president, 


partment, said that industry is | 


seeking substitute materials be- 
cause of the diversion of certain 
materials for the 
gram. The defense 


defense 
program he 


pointed out is necessitating the | 


expansion of various 
plants. 

L. A. Hawkins, executive engi- 
neer, research 
that research 
during the first 


carried on 
War re- 
beneficial 


work 
World 
sulted in discoveries 
during peace time and predicted 
similar results from defense pro- 
gram efforts. A. L. Scaife, mer- 
chandising manager, appliance 
and merchandise department, 
speaking on 
ment, said frequency modula- 
tion radio transmission and re- 
ception would become one of the 


product develop- 


sets. C. W. 
that the 


of radio 


pointed out cost 


merchandise de- | 


pro- | 
industrial | 


laboratories, said 








George A. Graham, vice-president of the Gillette Safety Razor 


| Co., Boston, Mass., recently held the company’s first nation-wide 
| telephonic district managers’ conference. Tie conference con- 
| tacted district managers at 10 separate points across the country. 
biggest talking points in the sale | 4 loud speaker arrangement in Boston enabled Mr. Graham and | 
| by Harry Fox, Star Expansion 


Stuart | other executives to listen to the entire conference while details 
of | of an impending promotion were discussed with sales manager, 


building and living in a home | Herbert Marcy vacationing in Southern California. District man- 
with high quality equipment was | ager Morris Greene in New York, Harry Risberg in Chicago, 
actually less than living in a|L. G. Murray in North Carolina and William Hill in Baltimore 
conventional house with conven- | could break in at any time to talk with E. C. McCabe in Denver 
tional equipment. Victor Civkin, | or Frank Miller in Kansas City. Mr. Graham could then take 


kitchen _ planning 
who designed the G.-E. Institute, 
and Miss Edwina Nolan, man- 






| final instructions. 


department, | the floor, while all listened, and clarify any points or give his 





} 





Schmidt, 





GENERAL SALES MANAGER 
FOR THE HILGER CO. 
Recently appointed general 
sales manager, Harold L. Winje 
has been advertising manager 





HAROLD L. WINJE 


and accessory sales manager of 
The Hilger Co., St. Cloud, Minn., 
for the past three years. 

Mr. Winje came to The Hilger 
Co. from an executive post with 
the Wood Conversion Co., Wey- 
erhaeuser subsidiary. Previously, 
he was sales promotion manager 
for the Minneapolis mail order 
branch of Sears, Roebuck and 
Co. for five years. 


CITY OFFICIAL TALKS 
TO HARDWARE BOOSTERS 


Hon. George U. Harvey, presi- 
dent, the Borough of Queens, 
City of New York, and a Lieu- 
tenant-Colonel, U. S. Army Re- 
serves, spoke to 44 members and 
guests of the Hardware Boosters 
at the March 28 meeting, held in 
the Rose Room, Fifth Ave. Res- 
taurant, 200 Fifth Ave., New 
York City. Having as his sub- 
ject “Americanism,” Mr. Harvey 
urged full support of American 
ideas and ideals, to the exclusion 
of Nazi, Fascist and Commun- 
istic doctrines. He emphasized 
the need for combating sit-down 
and other strikes, particularly 
those affecting defense program 
projects. As a reserve officer he 
complimented the men in our 
armed forces and those giving of 
their time and talents as reserve 
army corps officers. 

The meeting was presided over 


Bolt Co., president of the Boost- 
ers. Much of the business meet- 
ing was devoted to proposed 
changes in the by-laws, the mat- 
ter of a complete study of the 
constitution and by-laws being 
placed in charge of Roy C. 
Stanley Tools, chair- 
man of the executive committee. 
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HARDWARE AGE 
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: 1940 STATE TAXES—$4,171,000,000 


All taxes exceed $14,000,000,000—$109 per 
capita and $410 per family. Almost $500,- 


000,000 


returned to 


All taxes in the United States | 
equaled 20 per cent of the na- 
tional income for the year ended 
June 30, 1940, according to an 
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SALES TAXES OF 
ALL KINDS 30.9% 








UNEMPLOYMENT 
compensation =. 
Taxes 202% 






Sources of 1940 
State Tax Dollar. 


announcement by Acting Direc- 
tor Vergil D. Reed, of the Bu- 
reau of the Census. Total col- 
lections of all Federal, State, 
and local governments approxi- 
mated $14,300,000,000 for the 
year, or $109 per capita, of 
which the Federal Government 
received $39 per capita; state 
governments, $27 per capita; and 
local governments, the remaining 
$43. Total tax collections were | 
at the rate of $410 per family. 

State tax collections in 1940 | 
were $4,171,000,000, or more than 
7 per cent above 1939. Greater | 
collections since 1939 were due | 
chiefly to higher yields of state 
sales taxes which produced 11 | 
per cent, or $159,000,000 more 
than in 1939, but increases rang- 
ing between 5 and 10 per cent 
were general throughout all main 
catergories of taxation except 
property taxes and_ inheritance | 
taxes. State property tax levies | 
yielded only 2 per cent more 
than in 1939 and_ inheritance | 
taxes decreased their yield by | 
ll per cent. Sixty-one per cent | 
of the total gross collections of 
all states was received by the 10 
most populous states. The five 
most populous states collected 43 
per cent. 

Most productive of gross state 
tax collections were sales taxes 
of all kinds, including general 
sales taxes levied by 23 states 
and sales taxes on gasoline, alco- 
holic beverages, tobacco products, 
and other commodities. Sales 
taxes, which were almost nonex- 
istent under state laws in 1919, 
and on which state governments 
became increasingly dependent 
during depression years, yielded 
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| collections in 1940. 
| of taxes, ranked according to im- 


| 1941. 


local governments. 


40 per cent of gross state collec- 
tions in 1940, thus supplanting 
the property tax as a main source 
of state revenue. Property taxes 
which yielded 45 per cent of all 
state revenues in 1919 yielded 
only 6 per cent of gross_state 
Other types 


portance as sources of revenue 
are: taxes on specific businesses 
and occupations; motor vehicle 
and drivers’ licenses, and net in- 
come taxes, which yielded ap- 
proximately 11, 9, and 9 per cent, 
respectively, of the total. 

Motor fuel sales and motor 
vehicle and drivers’ licenses 
yielded a combined total of $1.,- 
233,000,000, or 30 per cent of 
gross state tax collections in 1940 
and more than the total amount 
collected by all states in 1925. 
Sales and license taxes on alco- 
holic beverages yielded $260,000,- 
000, or 6 per cent of the total. 
Tobacco sales taxes increased 
their 1939 yield by 63 per cent, 
or nearly $38,000,000, to a total 
of $97,000,000. 

Increases in national income 
and greater business activity in 
coming years indicate a_prob- 
able increase in state tax collec- 
tions, even if no important new 
state tax laws are enacted in 
Necessities of defense 
taxation hy the Federal Govern- 
ment foreshadow limited possi- 
bilities for extension of state tax 
legislation in the immediate fu- 


| ture. 


Of the total of $4,171,000,00C 


collected by all state govern- 
ments, more than $480,000,000 
was returned to local govern- 


ments in the form of local shares 
of state taxes, or grants by the 
state from specified tax sources. 
In addition to this sum, $170.- 
000,000 was reported by state of- 
ficials as destined eventually to 
be granted to local governments 
through general and school funds 
maintained by state governments. 
The largest amounts granted or 
shared with local units from any 
specified tax were derived from 
gasoline taxes, of which $180,- 
000,000, or 21 per cent, was 
distributed to local units of 
government. Other amounts ap- 
portioned to local units were: 
income taxes, $68,000,000, or 19 
per cent of all state income 
taxes; public utility taxes, $23,- 
000,000, or 14 per cent of all 
collections; and sales and other 
taxes on alcoholic beverages, 
$53,000,000, or 20 per cent of all 
collections from these sources. 








ROPING IN THE 
® DOLLARS! 


When you find a product that ropes in the 
dollars like Kester Metal Mender it pays to 
give it a break—on your counter beside the 
cash register and with the wiring supplies. 


This famous home solder sells on sight be- 
cause men everywhere know its reputation 
for making perfect repairs on all kinds of 
metalware. The secret is in the high quality 
of the solder itself and the scientifically pre- 
pared flux contained in the core—like lead in 
a pencil. 

This year Kester Metal Mender sales are on 
the march! National advertising, reaching 
hundreds of thousands of solder users, is rap- 
idly increasing the demand for this fine item. 
Stock it, display it and push it for volume sales 
and volume profits on sure-fire, fast-selling 
Kester Metal Mender. - 


Order from your jobber. 


Kester Solder Company 


4207 Wrightwood Ave. Chicago, Illinois 


Eastern Plant: Newark, N. J. 
Canadian Plant: Brantford, Ont. 


KESTER 


Le a oe. Se ee ee 2 








71 








Piece Split 


x * Feature {Roa with 


extra tip. 


UNION HARDWARE he 
FISHING TACKLE 


and be in a stronger position to profit { 
for these significant reasons: q 
(1) NAME — The 80-year-old Union 


Hardware name, universally recognized : 
by quality-minded buyers of sporting 
goods and hardware, simplifies your sell- 
ing job from the start. 


(2) DESIGN and CONSTRUCTION- 








Union Hardware excellence in styling 
and workmanship—rugged construction, 
perfect balance and “feel”, careful at- 
tention to detail, durable, attractive 











(Above) 
58-246 


Three + plece 








windings and finishes—is immediately Split Bam 
4 0 
apparent on the sales floor and com- Bs 5 | ] 


pletely proved in the field. te. 
(3) WELL-ROUNDED LINE—Includes 
both steel and bamboo rods for every 
type of fishing, fresh or salt water. Styles 
range from light fly and casting rods to 
the heavy tackle rods for deep sea use. 
(4) PRICE—Union Hardware tackle is 
priced both to net you substantial profits 
and to permit your customers to enjoy 
the advantages of top-quality rods and 
reels at extremely moderate figures. 





(Above) 7169 Lightweight 
Duralumin Fly Reel. 


imEWVEE OE | 
HARDWARE COMPANY 


See your jobber for full particulars. 


S PAT. OFF 


ESTABLISHED 1854 


saeod-4-11 \ich wo) Matekol <1 <p 


NEW YORK OFFICE IS|iICHAMGERS STREET 





3 {Below 58. 





HARDWARE BRIEFS 





Name and Address 
ALABAMA 
Talladega, 

Hammett Hdwe. Co. 





| ARIZONA 
| Phoenix, 


B. J. Barrett Hdwe. 


CALIFORNIA 
Banning, 
Cooley Hdwe. 


Anaheim, 

White Hdwe. Co. 
Sacramento, 
Broadway Hdwe. & 
Paint Co. 
Oakland, 

| Pearson Hdwe. Co. 





COLORADO 
| Ouray, 
| Zanell Bros. Hdwe. 


| GEORGIA 

| Blakeley, 

| Middleton Hdwe. Co. 
| Glenville, 

| Smith Hdwe. Co. 
Macon, 

| Macon Hdwe. & 

| Supply Co. 

| Pelham, Pelham 
Hdwe. Co. 

IDAHO 
| McCall, 

| Lakeport Hdwe. Co. 


| ILLINOIS 
| Riverside 
Decatur, 
Harner Hdwe. Co., 
1102 E. Eldorado St. 


INDIANA 
| Berthold, 
| Petry Hdwe. 


1OWA 

Corning, 

Sickler & Keever 
Hdwe. 

Sheldon. 

Washer Hdwe. Co. 


| KANSAS 
Colby, 
| Pratt’s Hdwe. 


VU AINE 
Dover-Foxcroft, 


Weston Hdwe. 
| MASSACHUSETTS 


Quincy, 
Gofkau’s, 1596 
Hancock St. 


North Attleboro, 
Franklin Hdwe. 


| Lowell, 
Lowell Hdwe. Co. 


Feature 


Now the Wallis- Holt Co. 
since purchase of the business 
by John Ed Wallis and Rob- 
ert D. Holt. 


In new quarters at 4th and 
Adams St. 


Now the Wages Hdwe. & 
Electric Co. since purchase by 
J. C. Wages. 


Discontinued business. 


New business at 1706 Broad- 
way. 


Celebrated its 25th anniver- 
sary on March 15. 


In new quarters. 


Building an annex for a trac- 
tor repair and welding shop. 


Has been granted a charter 
of incorporation. 


Granted a corporate charter. 


Purchased two adjoining 
buildings to house a furniture 
department. 


Now the Rutledge Hdwe. 
since purchase by J. W. Rut- 
ledge. 


Business of James W. Castle 
has been discontinued. 


Now the McKeogh Hdwe. 
since purchase by George R. 
McKeogh. 


Purchased by A. B. Haugen. 


Opened remodeled store. 


In new quarters at Matlock, 
Iowa. 


New store. 


In new location. 


Completed rebuilding of store 
destroyed by fire. 


Remodeled and enlarged store 
opened. 


New stores opened—-hardware 
and paint and wallpaper store. 





HARDWARE AGE 


Owner or 
Manager 


Robert D. 
Holt, mgr. 


S. N. White 


W. S. Hooper 
mgr. 


Jim Pearson, 


owner 


H. J. Middle 


ton, owner 


John Christ 
man, mgr. 


C. H. Weston 


owner 


James A. 
O'Donnell, 
mer. 


Jack Baker, 


owner 
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VICHIGAN 
Royal Oak, 
Smith-Crampton 
Hdwe. 


C. E. Crampton is retiring 
from the business, the active 
management of which has 
been taken over by Mac L. 
Le Beau and Charles H. Kirk- 
patrick. 

lronwood, Moved to new quarters at 107- 
Pearce Furniture and 109 S. Suffolk St. 

Hdwe Co., 224 

Aurora St. 


VEW YORK 
Lockport, 

Lockport Hdwe. Co., 
Inc., 38 Main St. 
Ovid, Purchased by George H. 
Ovid Hdwe. Lynd. 


New business. 


VORTH CAROLINA 

Charlotte, Now the Mays Hdwe. and 
Cathey Hdwe. & Seed Store since purchase by 
Supply Co. Fred L. Mays. 


Sylvas, Sold by Roxy C. Allison to 

Jackson Hdwe. Co. the Eagle Stores Co. and 
Sylva Supply Co. 

OHIO 


Follansbee, Destroyed by fire. 
Parks General Hdwe. 
Store 

Antwerp, 

Gaissord Brothers’ 


Hdwe. 


Destroyed by fire. 


OKLAHOMA 
Tulsa, Held formal opening of its Leslie L. 
Allen-Lauhon Hdwe. remodeled store. Allen 


Co., 626 S. Main St. W.L. Lauhon 


PENNSYLVANIA 
Grove City, 

Grove City Hdwe. Co., 
14 S. Broad St. 


Business purchased by E. R. 
Younkins. 


Erie, New business. 


: 5 Charles J. 
Charles Hdwe., 1805 Pa a 
Jnrade S ¢ ’ 
Parade St. ouaes 


SOUTH CAROLINA 
St. George, 
Crosby Hdwe. Co. 


New business. D. EoCrosby, 


owner 
TENNESSEE 

Adamsville New hardware _ business 
opened by Walker Brothers. 


TEXAS 

Stanton, Sold to Judge C. E. Story. 
Stanton Hdwe. Co. 

Whitesboro, Now Moran’s Cash Hardware 
Waldrop Furniture and Furniture Store since 


and Hardware Store purchase by Jeff Moran. 





National Jobbers-Mfrs. Convention 
Oct. 13-16 at Atlantic City, N. J. 


The 83rd semi-annual conven-| It had been expected that the 
tion of the American Hardware | October convention would this 
Manufacturers’ Association and | year be held in Chicago, but 
the 47th annual convention of | owing to conflict of dates with 
the National Wholesale Hard-| other organizations, necessary 
ware Association will be held | hotel facilities could not be made 
jointly during the week of Oct. | available. To avoid possible de- 
12, at Atlantic City, N. J.,| velopment of a similar situation 
with the opening session on| next year, arrangements have 
the evening of Monday, Oct. 13, | been definitely concluded where- 
and adjournment on Thursday,| by the fall convention of 1942 
Oct. 16. Headquarters of both | will be held in Chicago, Oct. 19- 





associations will be at the Marl- | 22, inclusive, with headquarters 


of both associations at the Pal- 
mer House. 


borough-Blenheim and all ses- 
sions will be held there. 
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iD 
FOR Spring OPEN HOUSE 


No. 1124 Screen Window Sets 





Illustrations HALF SIZE 


One pair No. 724 Japanned or Cadmium Plated Screen Win- 
dow Hangers. One I!/2 Hook and Eye complete with screws. 
Each set packed in an envelope. One dozen sets in a box. 


No. 730 Wrought Steel Screen Door Hinge 


With Button Tip 





Illustration ONE-THIRD SIZE 


Loose pin hinge with button tip. Full surface. Length of 
joint 3 inches, can also furnish 2'/2 inches. Screw holes of one 
leaf are countersunk on both sides. Packed half dozen pairs in a 
box with screws. Size of screws 3 x 8. 


No. 1706 Screen Window Sets 





Illustrations HALF SIZE 
One pair 2 x 2 No. 706 Cadmium Plated Loose Joint Butts 


with Brass Pins, one \|'/2 Hook and Eye. Complete with 
screws—each set packed in an envelope, one dozen sets in a 
box. Specify right or left hand. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 








AGENTS: 
BOSTON: 100 Purchase St. 
SAN FRANCISCO: 703 Market St. 


NEW YORK: 45 Warren St. 
CHICAGO: 162 N. Clinton St. 
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As They Say in Texas— 


“It Goes Both Ways” 


If the retailer wants the whole- 
saler to help him, he must do his 
part in helping the wholesaler 


By SAUNDERS NORVELL 


; owe young 


man from the United States De- 
partment of Commerce, Washing- 
ton, recently called upon me. He 
was engaged in an effort to help 
the hardware trade, he said. Upon 
inquiry it developed that a hard- 
ware retailer in Virginia had sent 
him to see me. He stated that 
he had been a school teacher but 
had never had a job in the hard- 
ware business. He wanted me to 
tell him what the Government 
could do to help the hardware 
business. He had a _ circular 
which his department had pre- 
pared on hardware sales, and he 
had helped work out this circular. 
Upon examination I found that 
it consisted of a statistical graph 
of retail hardware sales and also 
figures of retail hardware sales 
and profits for the latter part of 
1940. 

I asked him how can the Gov- 
ernment help wholesale and re- 
tail hardware merchants when it 
is openly advocating the buying 
of goods through cooperatives, 
recommending the formation of 
consumer buying clubs and sug- 
gesting that consumers buy from 
manufacturers direct, etc., etc., 
etc.? If such a plan is put over, I 
remarked, it will help drive a 


74 


nail into the coffins of independent 
wholesalers and retailers of hard- 
ware. This, I said, is surely no 
plan to help the present hardware 
trade. 

My new young friend had never 
heard of this movement to en- 
courage cooperative buying. He 
said that he would look it up when 
he returned to the Department of 
Commerce. I suggested that he 
try the Department of Agriculture 
for information and asked him to 
write and tell me all about the 
Government “cooperative” plans 
when he becomes posted on the 
subject. I am looking forward to 
receiving his letter. 


On the Payrolls 


This is about all there is to this 
little story. I might make some 
comments but I think they are un- 
necessary. I might also add that 
in December, 1940, there were 
more employees on the Govern- 
ment payrolls than ever before in 
the history of the country—about 
1,200,000! ! 

But I almost forgot. He asked 
me this question—“What does the 
hardware business need most?” 
My answer was laconic—“profit.” 
Somehow I thought of the time 





SAUNDERS NORVELL 


when President Coolidge went to 
church by himself. Upon his re- 
turn Mrs. Coolidge asked what 
was the sermon about. “Sin,” an- 
swered Mr. Coolidge. “But what 
did the preacher say about sin,” 
persisted Mrs. Coolidge. “He was 
against it,” volunteered Mr. Cool- 
idge! 

I did tell this seeker after hard- 
ware knowledge that the Fair 
Trade Control Law was one of the 
best things that had ever happened 
to retail and wholesale selling in 
this country. I was delighted to 
see that the leading arms manu- 
facturers of the country have just 
decided to take advantage of this 
law. The arms “chiseler” has been 
a thorn in the side of arms manu- 
facturers and distributors for 
years. But watch this law! Its 
enemies are bent upon its repeal. 


* * * 
A successful retail hardware 
dealer in Wisconsin writes asking 


why the wholesalers do not do 
more to help him fight mail order 
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“| Sell As Many HAWAIIAN WIGGLERS 






Collin ’ Pe 
a As All Other Baits Combined!” A wusinruns 
~oTToTy ~—s( Left) “These black bass were caught with action. C= . 


the No. 2 Hawaiian Wiggler. We think this 
ge be, is the only bait around here. I sell fishing # 
P i tackle and sell almost as many , 
/, @@ Hawaiian Wigglers as J 
all other baits combined."e@oF 

Collins Tidwell, Rather's 

















Drug Store. ll 
Holly Srings ie? Soin ec 


Miss. 


™, wiggles over pads, weeds — 
favorite for large mouth 
This shallow running No. 2 Ha- 
waiian Wiggler is the bait the boys 
in the South are talking about. See it 
| »/ work in the water and you'll know why. It 
wiggles through lily pads, snags and weeds 
and is the favorite bait around tree stumps 
and cypress swamps. This rubber skirted 
Hula Dancer sure slays bass. 


Write for FREE CATALOG 
It describes all members of the Hawaiian 
Wiggler family, also Jitterbug, the sensa- 
tional new surface bait the boys say is 
running fish crazy. Write today! 


FRED ARBOGAST, 1814 North St., Akron, 0. 


Webb West 





"Catches This Size Rare”’ 
“David Carpenter and I caught 
these 15 bass totaling 31 Ibs. in 
an artificial lake 20 miles north- 
west of here. They were taken 
on the Hawaiian Wiggler No. 2. 
Needless to say we think this bait 
is the ‘stuff’ as catches this size 
are rare around here.” — Webb 


West, Macon, Miss. 


Two Best Advertised Baits | Ser mpry 


and the Two Best Sellers ( a 


{ Above is one of many ads running in all outdoor publications) JITTERBUG 


@ | EES EEL 


“FINEST INVESTMENT ————— = 
WE HAVE EVER MADE” Et | 


%& Howard Goodsell, hardware 
dealer, Dowagiac, Michigan, says ; | 

“..our new Kawneer Store Front 
is one of the finest investments we 
have ever made. It has improved 
our local business ..have noticed 
very definite increase in resort 
business, too.’’ There’s a satisfied 
merchant! You can get similar re- 
sults with a new Kawneer Store 
Front. Right now is the time! Send 



























for free illustrated booklet today. : — ve “ _ a = 
WML KOWNCCT STORE FRONTS 
THE WORLD'S MOST. COUPON BRINGS ILLUSTRATED BOOKLET ON NEW STORE FRONTS 
EFFECTIVE : The Kavoest Company Mag Mchigen 

ease send free copy of your new illustrated store front booklet. 
SALES STIMULANT! FF aad pee 1 
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CHROME CLAD 
STEEL TAPES 


\ 
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— 


The Lufkin “Leader” Chrome | 
Clad Steel Tape has what it | 
takes to make sales! Jet 
black markings stand out 
prominently against the satin 
chrome surface that will not 
rust. crack, chip or peel. Your 
customers want this new. 
popular priced tape. 


OF K/N 


New York City 





AGINAW, MICHIGAN 


PRECISION 


TOOLS 


TAPES . RULES 
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houses and chains. In fact I have 
had several letters from retailers 
asking the same question. I will 
try to answer this in the latter part 
of this article. 


* * * 


The sales manager of a leading 
bicycle manufacturer calls and, 
while admitting that bicycle sales 
are booming, is worried because 
his company sells largely to the 
hardware wholesalers of the coun- 
try. Their problem is that—the 
average retail price of a good bi- 
cycle is $35. The mail order 
houses and chains are selling for 
$5 down and $5 (or less) per 


month. The independent small 
retailer hasn’t enough capital to 
finance such sales. Wholesalers 
haven't gone into any plans to 


help the retailer finance such sales 
(also on washing machines, clean- 
ers, refrigerators, etc., etc.) so, 
based on “deferred payments,” the 
retailer and the wholesaler are be- 
ing squeezed out of this business. 
What can be done about it?—-My 
answer was that the manufacturer 
and the wholesaler must eventually 
work out some “finance” plan for 
the independent retailers or be 
willing to see a large volume of 
business go into other channels. In 
today’s New York Times I see that 
time money is offered from 1 to 
11% per cent. The chains are tak- 
ing advantage of this cheap 
money. Why aren’t the manufac- 
turers and wholesalers? 

(Epitor’s Note—Personal Fi- 
nance Co., 330 W. 42nd Street, 
New York City, has found that bi- 
cycles are one of the finest credits 
in the selling field. This company 
has developed a financing plan for 
this type of merchandise that op- 
erates as follows: 

The customer simply signs a 
regular note, no installment con- 
tract being used in credit of this 
type. Payments are made direct to 
the company and _ the 
must come to the finance company 
office to sign the note. As soon as 
this is done he receives the bi- 
cycle. The merchant can handle 
this in two ways and can discount 
the note and get cash immediately 
in all cases. In the one instance 
the finance charge is included in 
the retail price of the merchan- 
dise; in the other it must be added 


customer 


to the retail price of the bicycle. 
The finance charge runs approxi- 
mately 5.7 per cent on the unpaid 
balance on a 12-week plan and 
about 8.4 per cent on the unpaid 
balance on a 20-week plan. 

The company has offices or affil- 
iates throughout the country and 
cooperates with dealers who are 
desirious of taking advantage of 
this plan.) 

In glancing over the ads in the 
New York Daily News I was as- 
tonished to see how many of the 
advertisers are featuring small 
down payments with a long string 
of weekly payments. Imagine a 
diamond wedding ring for $39.45 
with a cash down payment of 25 
cents, then weekly payments “with 
a moderate carrying charge.” 


It’s With Us 


There is no question that “de- 
ferred payment” selling is here 
with us, especially on the larger 
unit sales. The appeal of future 
payments will cut out all ideas of 
price. Years ago a merchant from 
a southern state called. He wanted 
a new stock of hardware. He was 
frank and told me that he was not 
especially interested in prices but 
what he wanted was “terms.” 
That, of course, sounds silly but 
as we read the world news we find 
most of the nations, as well as in- 
dividuals, are mostly interested in 
“terms.” 

From my tower I study the 
hardware trade. Some things ap- 
pear very evident to me. The 
wholesaler must do all he can to 
help the independent retailer. That 
is his duty and naturally it is to 
his interest to do so. 

But the average wholesaler can’t 
do very much simply because his 
average net profits on his sales 
over a term of years are only 3 
per cent. 

The reason why his profit is so 
small is on account of his expense 
of doing business. His gross profit 
is not so bad but every tendency 
in recent years has been to in- 
crease expenses. There are in- 
creased taxes, higher wages, 
higher rents and increased ser- 
vice charges of all kinds, and 
trucking, long, far away free de- 
liveries. Even the telephone is an 
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added expense, for it helps to cut 
down the size of orders. Sales- 
men’s cars, too many calls on re- 
tailers and daylight traveling are 
other items. 

Hardware salesmen’s sales are 
less in volume today than they 


were 25 years ago! Traveling by 
train is cheaper than owning cars 
but it is not as comfortable and 
the salesman can’t move as fast or 
get home so often. “Speed is the 
first cousin of small orders.” So 
the wholesaler’s expense account 
is his problem No. 1. 

Now to my point is that if the 
retailer expects the wholesaler to 
help him, he must do his part to 
help the wholesaler—reduce ex- 
penses! “It goes both ways.” 

With our present independent 
wholesale-retail system, it takes 


two men and an automobile to sell 
every order. This is expensive— 
especially when there is no order 
or a very small one. It is a noto- 
rious fact that retailers have devel- 
oped habits that pile up the whole- 
saler’s expenses. 

Here are some of these habits: 
Buying from too many sources of 
supply, resulting in small orders 
and a lot of bookkeeping, billing 
etc. Buying in smaller quantities 
than necessary, making it neces- 
sary to break cases, cartons and 
boxes. Causing a salesman to wait 
and lose valuable time. A _sales- 
man is not sent out as an enter- 
tainer and when he must entertain 
it all costs money. Does your or- 
der justify the petting and enter- 
taining? 

You will hardly believe it, but 














A Compact Seed Department 


COMPACT seed department 

saves time in waiting on cus- 
tomers and makes it possible for 
the Swan Hardware to give better 
service as well as show a large va- 
riety of seeds in a small space. This 
company is located in Marietta, 
Ohio, a community of more than 
11,000 people. 

The fixture is approximately 8 ft. 
long and 2 ft. wide. Four rows of 
drawers are contained in the base 
and above the top along the back 
of the unit are three shelves for 
quart fruit jars. 

Bulk seeds such as beans, corn, 





peas, etc., are kept in the drawers. 
The front of the drawers are de- 
signed so that each variety of seed 
can be seen by the customer while 
a card on the handle gives complete 
information as to price, germina- 
tion and other data required by law. 
Quart fruit jars are used for let- 
tuce, onion and other seeds sold in 
small quantities. Scales for weigh- 
ing out various quantities of seed 
are located on the top of the fixture 
which is about 42 in. from the floor. 
Envelopes and sacks of different 
sizes are also located here as well 
as other materials for properly iden- 
tifying seeds sold to customers. 





Compact and efficient, this seed department stimulates sales. 
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VAUGHAN 
TOP QUALITY 
HAMMERS 





1—Single Face Engineer's Hammer 
2—Machinist's Riveting Hammer 
3—Ball Pein Hammer 
4—Billposter Hammer 

5—Spring Eye Nail Hammer 


VERY trade requires the right 

tool. Years of research by 
Vaughan’s experienced craftsmen 
have resulted in the most perfect 
hammer line on the market. 


Every hammer performs at its 
best all the time, doing the job it is 
designed to do with a minimum of 
effort to its user. 


A tradesman need only pick up 
any one of these hammers and in an 
instant the “feel,” balance and qual- 
ity construction will convince him 
that V & B hammers have every- 
thing—yet they cost no more. 


THEY SELL ON SIGHT 
TOP QUALITY AT NO 
EXTRA COST 


Your Jobber will be glad to sup- 
ply you or write to 


VAUGHAN & 
BUSHNELL 


MANUFACTURING pers nee al 
2114 CARROLL AVE. CHICAGO, 
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SHEARS 


Inlaid blades . . . and Hot 
Drop-Forged . . . Sizes: 8 in. 


to 12 in. 


SCISSORS 


Solid Steel . . . Sizes: 314 in. 


to 6 in. 





No. 120 


PROPERLY HEAT-TREATED 
and tempered. Full nickel 
finish or with black handles. 


WE OFFER a complete assort- 
ment of patterns for every 
need. 


Special Assortments 


Made up to meet your indi- 
vidual needs. 





Write for our complete catalog. 





THE 


HENKEL 


COMPANY 
Subsidiary of the Henkel-Clauss Co. 
FREMONT, OHIO 
FINE CUTLERY SINCE 1877 
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the average size of the wholesale 
hardware order from retailers is 
between $5 and $6. Just think 
what that means in cost of distri- 
bution! Follow such an order 
from the salesman to and through 
the wholesaler back to the retailer. 

In many lines of business the 
truckman who delivers the goods 
is being trained to take orders. 
The regular salesman and his car 
are being eliminated. 

After all the independent retail 
dealer is still selling an immense 
The smaller 
class, the great numbers of retail- 


quantity of goods. 


ers must depend upon the whole- 
The hardware wholesaler is 
If he 


should disappear from the picture 


saler. 
an economic necessity. 
of modern distribution, the smaller 
retailers will disappear with him. 

Reviewing the “isms” that de- 
velop in business over a period of 
years, here are some that come to 
mind. 

Along about 1920—a depres- 
sion year—there was a marked 
drift on the part of manufacturers 
to sell direct to retailers. To offest 
this certain large wholesalers ad- 
vocated buying in moderate quan- 
tities. Cheap pocket knives, for in- 
stance, packed 14 dozen in a box 
were bought in % dozen lots. 
Broken boxes—think of the added 
expense. The retail buyers went to 
extremes. The size of orders 
started downward and the expense 
of filling orders went up! 

Then came the “ism” of “turn- 
This was ‘worked to ex- 
tremes. When the horse learned to 
live on sawdust he died. Just when 
the retailers should have been de- 
veloping “service’ they were out 
of goods. No wonder the mail or- 
der houses grasped their oppor- 
tunity. 


” 
over. 


Years ago retailers bought sea- 
sonable goods ahead of time. 
Many of these orders were “di- 
rect shipments.” Many salesmen 
sold 40 per cent of their sales in 
direct shipments. Manufacturers 
could size up future business, 
make goods in dull months and 
keep their employees busy. This 
reduced the cost of shipping to 
wholesalers and caused a saving 
all around. Then someone said, 
“Why buy in advance?” Let the 


wholesaler supply the goods when 
needed. And the wholesaler passed 
the idea to the manufacturer and 
immediately the cost of distribut- 
ing these seasonable goods ad- 
vanced, 

Such “isms” suggest that many 
merchants thought the way to 
make money was to be out of 
goods, not realizing the principle 
that when a merchant is out of 
goods he is out of business! 


? 


Then along came this “ism.” 
When a manufacturer or whole- 
saler offered new goods, he was 
told—“There is no demand for 
these goods. Go out and work up 
a demand and when I have calls | 
will stock them.” What’s a retailer, 
his clerks and his showroom for if 
not to show and sell new goods! 


Just a Help 


Advertising new goods to con- 
sumers is fine, but advertising 
should just be a help. Retailers 
should not expect advertising to 
do their selling job for them! 

Several leading manufacturers 
have recently sold out and discon- 
tinued their cutlery departments. 
This has been embarrassing to 
many wholesalers and_ retailers 
carrying these lines. One of the 
real reasons for this action is that 
the cutlery business, especially 
pocket knives, has been unprofit- 
able. They cost too much to sell, 
there is too much “fiddling” with 
small quantities, and they cost too 
much to manufacture with a large 
percentage of hand work with ad- 
vancing wages and governmental 
accounting. A big unit is one thing 
—a small unit is another. Unless 
small units can be turned out by 
automatic machinery they must 
carry an adequate profit. If com- 
petition or plain ignorance de- 
stroys this profit, the goods will 
disappear as merchants are learn- 
ing these days that they can’t work 
for glory and that every tub must 
sit on its own bottom. 

Retail dealers must not only be 
dealers, they must be merchants 
and not only merchants, but 
judges of real values. They must 
size up goods and forget percent- 
ages. The average item in a retail 
hardware store is very low in 
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price. So low that using a per- 
centage in a mark-up is just plain 
foolishness. 

A short time ago I bought one 
dozen, brass-headed furniture 
nails. | was charged 5 cents. That 
didn’t pay the retailer for his time. 
I would have faid 10 cents just as 
quickly. Of course, I know about 
what 1000 of these nails cost. The 
retailer made a handsome profit in 
percentage with a net loss on the 
sale. 

The retail hardware business is 
a “picayune” business! If certain 
small goods are not paying you a 
profit, don’t cut out the goods— 
advance your prices. Don’t forget 
to add the cost of your service. 

I could tell you true stories of 
how, in the years past, I have 
changed unsuccessful merchants to 
successful ones by getting them to 


price their goods at a profit and 
get it. 

Here’s one true story every 
wholesaler should think over. A 
wholesaler was just coming out 
about even every year. For five 
years the firm had not declared a 
dividend. It had 25 salesmen. 
Secretely the firm marked up 25 
new catalogs, advanced prices on 
the average 5 per cent and ex- 
changed old for new catalogs. 
Only five salesmen noted the 
changes. Their letters were ig- 
nored. That year the house made 
4 per cent on their sales and it has 
never had an unprofitable year 
since! 

As they say in Texas—“It goes 
both ways.” If the retailer wants 
the wholesaler to help him, the re- 
tailer must do his part in helping 
the wholesaler. 





Make Him Perform the Contract? 


HERE a business man enters 

into a contract with another 
party who subsequently fails or re- 
fuses to go through with his part 
of the contract, will the courts aid 
the business man by requiring the 
other fellow to perform in accord- 
ance with his agreement? 

Ordinarily, no. The business 
man’s only redress, usually, is to 
sue the other man for the financial 
damage which the business man has 
suffered as a result of the other 
man’s failure to deliver or otherwise 
perform under the contract. Some- 
times, however, financial redress is 
not an adequate remedy and in such 
cases a court of equity will order 
“specific performance” by directing 
the shirker to do what he agreed to 
do in the contract. 

“It is only where there are pres- 
ent,” explained a California court 
recently, “circumstances in view of 
which a judgment for money dam- 
ages would fall short of the redress 
which the plaintiff’s situation de- 
mands, as for instance, where by 
non-performance of the contract he 
will be greatly embarrassed and im- 
peded in his business plans or in a 
loss of profits which a jury cannot 
estimate with any degree of cer- 
tainty, that equity will decree spe- 
cific performance.” 

A suit for money to compensate 
for the loss resulting from the other 
man’s non-performance is the usual 
redress. A court decree ordering the 
other man to perform as agreed, is 
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granted only under unusual circum- 
stances. It’s not safe to count on a 
court’s making the other man come 
through. 


Fraudulent 
Contract 


AS a business man no relief 

from the burdens of a written 
contract which he was induced to 
sign through fraud? 

The law recognizes such a thing 
as “fraud in the procurement” of a 
contract and will set the contract 
aside if the fraud is satisfactorily 
proved. Just how “satisfactory” the 
proof must be in such a case was 
recently indicated by the Supreme 
Court of Pennsylvania. 

“The evidence of fraud,” said the 
court, “must be clear, precise and 
indubitable. This means that the 
witnesses must be found to be cred- 
ible, that the facts to which they 
testify are distinctly remembered 
and the details thereof narrated ex- 
actly and in due order, and that 
their testimony is so clear, direct 
and weighty and convincing as to 
enable the jury to come to a clear 
conviction, without hesitancy, of the 
truth of the precise facts in issue.” 

Which suggests that the business 
man who tries to prove that his sig- 
nature to a document was procured 
by fraud, will have a hard row to 
hoe if he relies solely on his own 
testimony. 








A DRUM FOR 
EVERY DEALER 


SEE SPECIAL OFFER BELOW 


For glazing wood sash, replacing old putty and 
many other household uses. Nu-Glaze HAS what 
it takes to really get the job done—permanently 
and economically. That's because Nu-Glaze is 
the modern, distinctly different material. It's not 
a putty. not a calking compound. And, by using 
the quality selling features of this dependable, 
nationally advertised product, you can make it 
an important source of profit. 


Nu-GLAZE is the ORIGINAL, 
Dependable Compound for Glazing 
Wood Sash, Replacing Old Putty. 


Nu-Glaze sets to a rubber-like consistency. It 
does NOT dry out. It does NOT crack off, peel or 
pull away from sash or glass. It’s not oily— 
clean to handle. Nu-Glaze stays in perfect con- 
dition, requires no working up. needs no cutting 


” SPECIAL OFFER 


So that you can see for yourself just what Nu 
Glaze will do in your store. we want to make 
ou the same “return if not satisfied’’ special of- 
er that has made enthusiastic Nu-Glaze dealers 
of thousands of merchants. 
All we ask you to do is display Nu-Glaze 
prominently and have each of your sales- 
people say to every customer: “Do you 
want ordinary putty, or Nu-Glaze the 
material that won't dry out?’ 


MAIL COUPON TODAY 


Macklanburg-Duncan Company 

| Oklahoma City, Oklahoma | 
Please send us details on how we can 
without a penny invested, see for our- 

| selves if Nu-Glaze will sell and repeat | 

(This special offer includes transportation 

| prepaid and allowed on 100-lb. shipment | 






on 30 days trial, with return privilege 
at our expense.) 
Firm Name 
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New and Improved Merchandise—Display Helps—Sales Literature— 


Scooter With Kick Stand 


This scooter, Model 88F, is one of 
the “Auto Wheel” models equipped 
with a kick stand and brake. Finish 





is red frame and fender with white 
stripe; silver handle, rubber grips, 
black wood foot-board, red wheels with 
white stripe, and white wall tires. Tires 
are 10 x 2 in., semi-pneumatic, punc- 
ture proof. Height of Scooter, 33 in., 
length 39% in. Auto-Wheel Coaster Co.., 
Inc., North Tonawanda, N. Y. 


Shelby Promotional Kit 


“The Most Important String You Ever 
Pulled” is the caption on the envelope 
containing the new kit of promotional 
materials being offered to dealers by 
The Shelby Cycle Co., Shelby, Ohio, 
in behalf of the new Shelby “Safe-T- 
Bike.” The kit includes a _ colorful 
poster, 21 in. by 31 in., featuring Shelby 
“Safe-T-Bike” national advertising; a 
complete dealer advertising plan book 
including free newspaper mats of com- 
plete ads in various sizes, suggested 
radio spot announcements, mats of in- 
dividual Shelby bicycle models, sug- 
gested news releases on “safe cycling” 
for local papers and detailed instruc- 
tions to help the dealer to promote his 
store; pennants for use in gala win- 
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dow and store displays; highly interest- 
ing hand-out booklets on the history 
of cycling, including the development 
of safety features; fact tags for attach- 
ing to handlebars so customers can “sell 
themselves” while waiting. Also in- 
cluded is a manual of selling ideas, 
called “How to Sell Shelby Safe-T- 
Bikes,” which presents in detailed form 
actual selling talks on the 12 safety 
features of the “Shelby Safe-T-Bike.” 
The “Safe-T-Bike” is being sold only 
through franchised dealers in each re- 
tail field, who agree to maintain a speci- 
fied minimum price. Each dealer is 
given protection in his trade, and he 
alone in his field is allowed to sell the 
“Safe-T-Bike.” 


Pipe Cutter 

The new “Ridgid” pipe tool announced 
by The Ridge Tool Co., Elyria, Ohio, 
has a special handle 4-wheel cutter for 





work in close quarters and for increased 
cutting speed. The four cutting wheels 
of the new heavy-duty No. 42, said to 
provide better balance and handling of 
the cutter under all conditions, cut more 
evenly and save time in cutting iron, 
steel or brass pipe. Frame is of mal- 
leable alloy, capacity % in. to 2 in. 








Fan Catalog 


New 1941 Wagner fan catalog, FU-41, 
illustrates and describes the complete 
line of Wagner cooling and ventilating 
equipment for 1941. This 20-page cata- 
log also contains installation and appli- 
cation data, making it helpful to dealers 
and contractors using it as a_ sales 
manual. Wagner Electric Corp., 6400 
Plymouth Ave., St. Louis, Mo. 


“American Flyer Choo-Choo” 
Train—Automatie Mail 
Pick-Up 

The A. C. Gilbert Co., New Haven, 
Conn., announces the new “American 
Flyer Choo-Choo” which sounds like 
the “choo-ooing” of real trains. It can 
be heard over 100 feet away and auto- 
matically varies with the speed of the 
train. Also new with the company is 
an automatic mail pick-up and dis- 
charging car which grabs and dis- 
charges sacks of mail while train is 
at either high or low speed. 
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for Retail Hordwore Stores jeemaen® 
Window Trims—New Packages—New Colors—Catalogs 


Covered Wagon Model 


Can be assembled by a child from 
carefully designed parts. Wooden bolts 
and nuts hold the parts together. 





Wagon is stained in bright harmless 
colors and has a khaki covered top. 
Wagon measures 22% in. long, includ- 
ing tongue, when assembled. Shipped 
flat, in a bright, four-color label box; 
packed 12 to the carton. Suggested 
retail selling price, $1.00. The A. I. 
Root Co., Medina, Ohio. 


**Blockade”’ 


A game of naval strategy. Players 
maneuver battleships, airplanes, sub- 
marines, and cago ships is an endeavor 
to keep their country supplied with 
four vital resources. If a player can 
prevent his opponent for 12 successive 
turns, from replacing any one of the 
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four resources which has been ex- 
hausted, that player wins the game. 
Corey Game Co., 8 New St., Boston, 
Mass. 


Children’s Fishing Outfit 

No. 77—consists of an aluminum fin- 
ish metal carrying case, rustproof and 
23% in. long by 3 in. diam.; cadmium 
plated tempered steel two-piece _fish- 
ing rod, 46 in. long with three-colored 
butt and trigger-type finger grip, over- 
sized nickel plated adjustable clicker 


\ 
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rule; 25 ft., highly polished fish line; 
large assortment of genuine “Pflueger” 
hooks, and four lead turnover sinkers. 
List price, $1.00. Three-color display 
card for window and counter, measures 
27 by 21 in. Price of display with one 
complete fishing outfit, 75 cents. Toy 
Creations, Inc., 200 Fifth Ave., New 
York City. 





Utensil Toy Set 

This 26-piece toy set is packed in 
an attractive cardboard carrying case. 
Each utensil in the set has special 





bright aluminum finish and is em- 
bossed with nursery rhyme _ illustra- 
tions. Coffee pot has red enameled 
handle and cover knob. Set consists 
of 1, 1% pt. capacity coffee pot, four 
plates, four saucers, four cups, four 
spoons, fqur knives, and four forks. 
Suggested retail selling price is $1.00. 
Aluminum Goods Mfg. Co., Manitowoc, 
Wis. 


Collapsible Duck Decoys 


“DeanCoys” are made of durable, col- 
lapsible latex. The weight of each is 
only 4 ounces. They can be inflated 
with an easy puff. When anchored on 
a light sinker line, they ride high and 
buoyantly on the water, so the slight- 
est breeze or ripple keeps them moving, 
maker states. Decoys are mallards with 
natural colors ingrained in the latex, 
thus eliminating any need of repainting. 
Dean Rubber Mfg. Co., North Kansas 
City, Mo. 
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A pomelar buy-word 


National 


HARDWARE 














HE score of years that these fine 

products of builders’ hardware 
have been offered to the trade have 
been marked by dependability in 
service always. 


It is little wonder that the endorse- 
ments of the many users of National 
Hardware have created the popular 
demand that exists today. Discrim- 
inating builders ask for these prod- 
ucts by their trade 
name and insist 
on the genuine. 


If you do not car- 
ry this hardware, 
you should write today 
for full particulars. 





National Manufacturing 
Company 
STERLING - - - ILLINOIS 


— 
ne 
a 
— 

















J. L. GALEF 
New York City 
The 1941 line of Premax Solid Steel 
Rods is the best yet, and the retail 
trade is quick to recognize it. 
Send today for the new Premax 
Bulletin and prices. 


Frhemax Froducts 


DIV. CHISHOLM-RYDER CO., INC. 
4101 Highland Ave., Niagara Falls, N. Y. 

















“Mr. Doodle’s Dog” 


In this game, dog attempts to get 
bones from the homes of all the other 
players. Other players try to keep 
“Mr. Doodle’s Dog” from getting the 


bones and also try to capture the dog. 
No. 59, in a four-color lithograph box 
containing folding board, 18% by 18% 
in., when open, spinner, four wooden 


pawns, four molded bones with at- 
tached rings, and one “Mr. Doodle’s 
Dog” of pewter, retails for $1.00. 
Selchow & Righter Co., 200 Fifth 
Ave., New York City. 





“Columbia” Rules 


The Eagle Rule Mfg. Co., 514 Hunts 
Point Ave., New York City, has issued 
a “Columbia” folding rule folder, il- 
lustrating and describing this 6-ft. rule 
with riveted-strike-plate joint. Rule is 
% in. wide, made of quality hard 
maple, completely lacquered and easy 
to read. 


Multi-Flow Ejecto 
Shallow Well Pump 


May be used to pump from well, 
spring, lake or cistern. Installations 
are usually made with foot valve at end 
of suction valve but check valve may 
be used under pump for operation in 
drive point wells or other installations 
where the use of a foot valve is im- 
possible. Has primer. for easy starting 








and seli-priming on drive point wells. 
Pump requires no personal attention 
and no oiling or greasing. Designed 
for compactness, quietness, and safety. 
Has only one moving part, no bearing 
to require lubrication, and is said to 
give a steady non-pulsating flow of 
water. Water-logged tanks are elim- 
inated, maker states, by an air charger 





which introduces a generous charge of 
air into the tank each time pump starts. 
The F. E. Myers & Bros. Co., Ash- 
land, Ohio. 


Clean Up Paint Up Display 


The National Clean Up Paint Up 
Campaign Bureau, 1500 Rhode Island 
Ave., N.W., Washington, D. C., is of- 
fering an appropriate and timely win- 
dow trim to retail dealers who want to 
tie in with local Clean Up, Paint Up, 
Fix Up campaigns this spring. Total 
width of the display is 45 in., and it is 
35 in. high. Each display is packed in 
a carton to facilitate shipment. They 
are sold on a cooperative price basis, 
intended to cover only cost and han- 
dling charges. A price list and descrip- 
tive circular will be sent dealers upon 
request. 
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““Nesco” Electric Range jars. All Colson “Imperial” models are | 


” 


designed with “Cushioner” equipment. 
Other features of the 1941 models are 
automotive-type tank; chrome grille; 
advanced-design luggage carrier; con- 
cealed tail light, and latest styling in 





COMPR ESSED 


accessories. LEAD a EAD 


= ROOFING NA 
Collapsible Screen oo 








Beer Gellles HOW THEY DRIVE — WHAT THEY DO— 
Without impairing their lead caps 
Macklanburg-Duncan Co., Oklahoma in any way, these nails drive di- 
City, Okla., announces introduction to rectly through unpunched lapped 
dealers of its new “Fits-All” (Patent steel roofing sheets, seal the nail 
No. 2082012) collapsible screen door holes with lead and make a sheet 


metal roof water-tight, protect it 
from rust and add years to its 
normal life. 

Samples on request. Ask your 
jobber for prices. 


grilles. These grilles are artistically de- 












ACTUAL SIZE 
Standard 1%” 
Lead Head Nails 
88 to the pound 


The “Nesco Chef” operates on 110- 
115 volts and combines best features 
of an electric roaster, broiler, and a 
surface unit. May be used for cooking 
complete meals, broiling, roasting, 
frying, baking, warming, canning, and 
storing idle utensils. Can be used on 
regular service outlets. Designed to 
sell for less than $65, it has a large 
18-qt. roaster oven with easy-to-clean 
porcelain enameled well and_ three 
inset pans. Roaster oven is regulated 
by thermostat with signal light con- 
trol and may be turned on and off 
automatically by a special time clock, 
available as accessory equipment. 
surface and broiler unit offer 600, 1200 














Dickson Weatherproof Nail Co. 
America’s Largest Producer 
of Lead Head Roofing Na 

















and 1600 watt combinations to fill ade- J Evanston, Ill Birmingham, Ala. 
guately the demand for surface cook- signed, substantially constructed, and 
ing and broiling. Generous space is finished in flexible black enamel or 
provided for utensils. National En- Metaluster, flexible antique bronze lac- 
ameling & Stamping Co., Milwaukee, quer. No. 1 fits any door having a 
Wis. . distance of 24 in. to 40 in. between 
—e stiles; No. 2, from 18 in. to 37 in., and 
Self-Adjusting Glass Knob No. 3, 18 in. to 38 in. Further infor- 
Self-adjustable to any thickness of mation may be had from the manu- 


wood. Has metal sleeves with washer facturer. 


head screws. Made in crystal glass 





Electric Corn Popper 


Constructed with seamless popping 
pan and side walls, permitting the pop- 


ping of corn in butter, lard or grease. | Balmy spring days are coming soon 
Nos. 1 and 6 are furnished in the to sell Trump Garden Tools for you. 
“fused-in” aluminum finish; No. 6-C Make sure you have a good supply 


of these extra value items. Put them 
out in front — they'll sell on sight. 
Order from your jobber salesman. 





only. Both knobs match with the com- 
pany’s new No. 391 door knob. Tech- 
nical Glass Co., Los Angeles, Calif. 


Rubber-Cushioned Bicycles 


The Colson Corp., Elyria, Ohio, an- 
nounces’ patented rubber - cushioned 
bicycle construction which is said to 
give the cyclist the riding smoothness 
that rubber cushioning, knee-action and 
floating power give the motorist. In 


this construction, the frame of the bi- in chromium-plated, high-polish finish. n T Is 
cycle is, in effect, suspended in rubber 110-120 volts, 475 watts. Packed in | Trump Garde _ 

















Nn 








between the front and rear forks, this display carton. U. S. Mfg. Corp., De- | | ANIMALTRAP COMPANY OF AMERICA-LITITZ, PA. 
rubber suspension absorbing jolts and catur, Til. \ 
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Available with 
Textolite or 
Brush Brass 
Shells, Texto- 
lite or Porcelain Interiors 


WILL PLEASE 
CUSTOMERS 


When your customers want 
a new socket for a table or floor 
lamp sell them a G-E threaded- 
catch socket. They'll be delight- 
ed. For here is a socket that 
will withstand strain and vibra- 
tion. A threaded ring holds cap 
and shell together securely. 

This socket is especially ideal 
for replacing sockets on bridge 
or swivel lamps because of its 
strength. Of course, it will also 
give better than ordinary serv- 
ice on rigid lamps or on drop 
cords or wherever a_ socket 
is needed. Key, chain, and push 
button types available. 

For further information see the 
nearest G-E Merchandise Dis- 
tributor or write to Section 
D-1294, Appliance and Mer- 
chandise Department, General 


Electric Co., Bridgeport, Conn. 


GENERAL ‘#,; ELECTRIC 





“Vitamone™ Display Unit 

“Vitamone” Concentrate, the liquid 
organic fertilizer with hormones and 
Vitamin B, features a new folding and 
self-locking counter display, with three 





shelves for its 2-0z., 4-oz. and 12-oz. 
bottles. Also offered in gallon, 5-gallon 
and 50-gallon holders for large growers. 
“Vitamone” Concentrate is an 8-108 
liquid fertilizer, licensed in most states, 
for efficiently stimulating and feeding 
cuttings, transplanting, seed germina- 
tion and reviving sickly plants. For 


professional and amateur growers’ use. 
Agro-Chem Laboratories, 1852 Georgia 
Ave., Toledo, Ohio. 





Motion Toys 
“Annie-Elephant”—an 
which is led by a string, 
“Annie” rumble along with the rock- 
ing gait of a real elephant. Also sits 
on hind legs and tail and bows. Made 
to withstand rough and tumble treat- 
ment. Made of wood, finished in grey, 
blue, and other colors with a_ red 


action toy 
making 





blanket. Six inches high, 10 in. long. 
Individually boxed in attractive red 
cartons. Suggested retail selling price, 
$1.00. Live Toys, Evansville, Wis. 








Winchester .22 Target Rifles 


Two new additions to the Winchester 
line of small-bore and big-bore target 
rifles are announced. The new rifles 
are the Model 69-A in Target and 
Match styles, which establish a new 
Winchester light-weight, low-cost .22 
target rifle class. Model 69-A Target 
Rifle is the standard style, and the 
Match style with special sight equip- 
ment is priced a little higher. Both are 
full size, fitting adult shooters, though 
designed primarily for the junior shoot- 
ers and beginners. And, except for the 
difference in the sights, both identical. 


The action is the same as used in the 


Winchester Model 69-4 sporting rifle and 
similar to that in the Model 75 medium- 
weight target rifle. This is a new Win- 
chester development in light bolt ac- 
tion. The firing mechanism is of speed- 
lock type, the firing-pin having ex- 
tremely short throw—only 2/10 of an 
inch. Firing-pin is completely enclosed. 
Bolt head is housed in the receiver 
and precision fitted for fine headspace 





tolerance. Action cocks on opening 
lift of bolt handle. Thumb-lever firing- 
pin safety lock, conveniently located 
and push-pull operated, at right side 
of receiver directly above trigger. Bar- 
rel is 25 in. long. The rifle is designed 
for .22 Long Rifle cartridges, and 
drilled and tapped for attaching sight 
bases for using an 8-power Winchester 
telescope sight. Metallic sights fur- 
nished on the standard rifle are Win- 
chester 93 post front sight and Win- 
chester 80 extension peep sight. Weight 
with sling is about 6 lb., meeting 
N.R.A. light-rifle class requirements for 
junior rifle shooters. The Model 69-A 
Match Rifle, intended especially for 
club or family use, where more than 
one shooter is using the same rifle— 
thus requiring frequent changes of sight 
adjustment, to suit different eyes—has 
Lyman 57E micrometer receiver peep 
sight, quickly adjustable by turning 
thumbscrews, and Winchester 101 post 
front sight with ramp and cover. Win- 
chester Repeating Arms Co., Division of 
Western Cartridge Co., New Haven, 
Conn. 
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**Kooler-Kit” 


This portable refrigerator is said to 
preserve the quality of food and liquids 
and to prevent contamination through 
outside contacts. Model A, illustrated, 





an all-purpose model, is suitable for 
large capacity requirements. Handle 
folds down, and spring arrangement 
keeps food compartment airtight. Fit- 
ted with removable ventilating tray 
and ice compartment. Said to keep 
food, beverages and game fresh for 
24 to 36 hours with one icing. Sug- 
gested retail selling price, $7.95. Model 
B is designed for all purposes, but 
specially arranged for carrying bever 
ages. Cover and gasket and insulation 
similar to Model A. Suggested retail 
selling price, $5.95. North Star Spe 
cialty Mfg. Co., 800 16th Ave., S.E., 
Minneapolis, Minn. 


Steel Stools 


The complete line of steel stools be 
ing introduced by Lyon Metal Products, 
Inc., Aurora, IIl., includes seven heights, 
from 18 in. to 30 in., in multiples of 
2 in. and there are 112 models avail- 
able. The 112 models are built around 
an all-welded basic stool with forged 











L 
steel, dome-shaped feet and steel seat. 
To this stool may be added a pressed 
wood seat; adjustable steel back; rub- 
ber feet with steel glides, or casters. 
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Features are: all-welded, non-breakable 
construction; large seat area, 187 sq. in. 
on all heights; strong channel brace- 
foot rest a uniform distance below seat 
on all heights; round edge, steel band 
construction with no rough edges; 
tapered legs; all accessories are inter- 
changeable and may be attached at any 
time. 


“Presto” Putty Knife 

As it is drawn along the window-sash 
with one hand it packs the putty per- 
fectly, spreads it smooth and picks up 
excess putty from the window glass and 
the window frame at the same time, 
maker claims. Knife is finished in a 
deep red baked enamel, making it 
doubly attractive to display, sell and 





use. One dozen knives are attractively 
mounted on a yellow and blue counter 
The price is 10 cents each. 
Metal Specialties Mfg. Co., 3200 Carroll 
Ave., Chicago, Ill. 


display. 


Electric Wallpaper Remover 
“Speed-Up Sr.” electric wallpaper 
remover for removing large open areas 
of paper, and “Speed-Up Jr.” for work- 
ing in small.  hard-to-get-at areas. 
Units are entirely electric with no ne- 
cessity for water connections or hose 
fittings. There are no moving parts or 
mechanisms to be kept clean. The heat- 


_ing plate applied to wet paper is said to 


drive hot, steam-like moisture through 
any thickness of paper, loosening it for 
easy removal. Plugs into any electric 
socket. Tamms Silica Co., 228 N. 


LaSalle St., Chicago, Ill. 
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Eighteen Berea Grind- 

stone models provide 
| wide customer choice; 
build profits for you, 
and bring in new bus- 
iness 










Contractors select Be 
tea Rubbing Bricks and 
Sticks .. buy them reg 
ularly for rubbing 
and finishing opera- 


tions. 













Berea Sharpeners a 
necessity in hotel, res 
taurant and home kitch- 
ens. . sell rapidly and 
build repeat sales 









Basement work benches 
need Berea Grinding 
Wheels . . so do garag- 


es, factories, farms and 






other locations. 














Beres Scythe Stones 
| are a year ‘round shar- 
pening, smoothing, and 
finishing item . . with 
widespread uses 







BEREA ABRASIVES, <{‘Y<\AN0. oni0 


Division of The Cleveland Quarries Co 


rBRy 
SEND FOR CATALOG No. 40 Dg S* 
SANS 
CLEVELAND 


ABRASIVES 






" For Your Profits Sake!” 








“Cascamite” Display Units 
Two new 


“Casco” colors are offered by 


Casein Co. of 


Ave., New York City. 


two 50-cent sizes and a supply of fold- 


ers, “Mighty Facts on Cascamite,” 


ing complete directions for waterproof 


IN YOUR 
CONSUMER ADS 


“Cascamite” display units 
in the familiar blue, orange and white 
the 
{merica, 350 Madison 





Unit No. 1, illus- 


trated above, includes four 25-cent sizes, 


gluing and low-cost water-resistant glu- 
ing. Unit No. 2 contains 12 10-cent 
cans. These units are compactly de- 
signed to require minimum counter 
space and to display the colorful, litho- 
graphed cans. To tie in “Cascamite” 
with “Casco’s” nationwide project ser- 
vice each 25-cent or larger can contains 
a project coupon good for a free set of 
plans to build any one of 24 “Casco” 
projects by famous American designers. 





3-Way Portable Radio 
Operating on 3-way power, batteries, 

A.C. or D.C. current, Sentinel’s new 

Model 247-P, in addition to its own 


built-in loop aerial, has, as standard 





equipment, an “Ex-Tenna” loop for 
use on trains, autos, planes, etc. This 
is said to pick up numerous stations 


If you have a plan that can help the 
dealer MOVE your product, tell about 
it where he looks for profitable mer- 





chandising ideas; in his trade paper. 


If your local dealer sees your consumer ad 
vertising, it will impress him. And if it does 
its job well, he will be further impressed by 
the increased store traffic it creates. 


But you can't tell him, in that consumer ad 
vertising, all of the helpful things that you 
must tell him if you expect him to put the 
dealer “push” back of your product that will 
make the consumer “pull” of your advertis 
ing fully effective 


4 


After all, many other advertisers are doing 
consumer advertising for him, too. You still 
have to compete for his selling time and his 
display space. You still have to induce him 
to use your sales helps. Your investment in 
merchandising material is wasted until he 
puts it to effective use. You have to keep con- 
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stantly before the dealer 4ll of the reasons 
why it is to his advantage to use it properly. 


In consumer ads you can't talk about mark- 
ups or how to convert inquiries for second- 
hand goods into sales of new models. 


With “consumer movements” in vogue, deal- 
ers NEED to know values. You can’t educate 
them with consumer advertising. 


But you can talk shop in their trade papers. 
The only reason they read them is to get 
helpful information about how to handle 
merchandise like yours at a profit! 


How to “talk shop” profitably in business papers 
“Intensive Advertising” by John E. Kennedy 
is the best monograph we've ever seen on 
that subject. It’s free. Just drop us a note on 
your company letterhead. 


in those locations where portables re- 
quire an external antenna to obtain 
satisfactory reception. It occupies but 
456 in. by 8% in. of space. This Sen- 
tinel 3-way portable model is priced 
complete with “Ex-Tenna” loop and 
batteries. Extra equipment, at small 
additional cost, consists of a de luxe 
leather carrying case, and, if desired, 
a securely riveted shoulder strap of 
durable matching leather with adjusta- 
ble buckle. Case is waterproof and 
has a durable spring lock. Case has 
soft suede-finish inner lining. Sentinel 
Radio Corp., Evanston, Il. 
Paint Displays’ Guide 

The Graphic Arts Division of Sher- 
win-Williams Co., Cleveland, Ohio, an- 
nounces a new spring and summer dis- 
play guide which has just been pre- 
pared for distribution to display men. 
The 24-page book, called “41 Display 
Ideas for °41,” describes and illustrates 
new prefabricated displays and display 
materials, and will be sent free to any- 
one requesting it. Among the mate- 
rials shown are new background papers 
and panels, new fluted rigid papers, new 
leatherettes and wood grains, tapes, 
foils, mattings, columns, etc. Also il- 
lustrated and described are a new line 
of three dimensional cork, wire and 
fabric displays designed by Jolley-De 
Witt and distributed exclusively by 
Quali-Craft Distributors. These pieces, 
whimsical and humorous in design, 
range from flower pot heads 3% in. 
high to 36 in. long wheelbarrow units, 
and lend individuality to any display 
set-up. 


Wall Connection For Gas 


A combinatien gas outlet box and 
safety shut-off valve is built right into 
the wall and is very similar in appear- 
ance to the electrical outlet. This new 
type connection, known as the “Gas-o- 
let,” is designed to make it possible to 
connect up space heaters and other gas 
appliances in a way somewhat similar 
to the plugging in of electrical devices. 
A patented locking device in the “Gas- 





from 


o-let” prevents the gas being 
turned on unless the appliance is con- 
nected. Set flush into the wall; molded 
plastic cover plate is available in a 
choice of two colors, ivory or -walnut. 
Imperial Brass Mfg. Co., 1200 West 
Harrison Street, Chicago, III. 
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Low-Price Electric Clocks 


The Warren Telechron Co., Ashland, 
Mass., is offering dealers two models of 
synchronous electric clocks priced be- 
low their former lists. The kitchen or 























bathroom clock is known as_ the 
“Kitchenguide” and comes in white, 
ivory or red color plastic cases. It is 
7% in. wide with a 5-in. wide, legible 
dial. Dealers are offered a free display 
in white, maroon and ivory colors and 
a direct-mail circular to promote its 
sale. The “Sheriff” is a bell-type alarm 
clock in an ivory color plastic case 45% 
in. wide with a 4-in. dial. Characters 
and hands are luminous. Alarm clock 





display, also offered free to dealers, is 
lithographed in black, blue, and terra 
cotta. Four-page direct mail folder is 
available. Retail price of “Kitchen- 
guide” is $3.95; of the “Sheriff,” $4.25. 


Asbestos-Cement Siding 
Shingles With Porcelain- 
Like Surface 


Culminating a notable line of build- 
ing products developed by the Philip 
Carey Co., Cincinnati, Ohio. “Ceramo” 
siding and shingles have a vitreous min- 
eral surface fused on to a base of asbes- 
tos fibers and Portland Cement, to pro- 
vide a product of flint-like hardness that 
is said to clean as easily as porcelain 
and to possess other qualities never 
before achieved in asbestos and cement 
products. Natural weathering, due to 
the action of rain, snow, ice, heat and 
cold, is said to have a negligible effect 
on “Ceramo.” Other claims made for 
this product are that it is fireproof, 
non-corroding; non-eroding: abrasion 
resistant; does not stain; will not chip 
or crack; is unaffected by acid or alka- 
line atmospheric conditions and will not 
bloom (effloresce). Maker also states 
that tests are reported to show con- 
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clusively that neither moisture nor dirt 
penetrate the hard, smooth surface of 
“Ceramo”; that water will not darken 
it, and that dust and dirt are washed 
off by normal rainfall. “Ceramo” 
Shingles are in dove gray, cardinal red, 
ebon black, holly green and congo 
brown. “Ceramo” Siding is produced 
in a brilliant white. 


“Niteair’? Window Fan 


Light weight streamlined open cabi- 
net construction to permit passage of 
light as well as air through the window. 
Can be installed in top or bottom sash 
of any window in less than 20 minutes, 
maker states. Provides 4000 cu. ft. of 
ventilation a minute. Window can be 
raised or lowered without moving the 





fan from its mountings. Retail price: 
$39.50. The Lau Blower Co., Dayton, 
Ohio. 








Free SALES HELPS! 


e Ad Mats, Counter and pear 
i for the asking. “ 

Dis PER” will be mailed to "1 

Dealers with DAZEY Display ~—— 

All designed totie your store upw 

Spring Open House. Write us OF- -- 


ORDER FROM yoUR JOBBER 
















DAZEY CHURN & MFG. CO. 





“Dig”? Game 


Consists of cardboard letters which 
are scrambled on a table, and “Magic 
Picks” and cards on which are printed 
questions, such as name of a river. As 





a card is exposed all players start 
digging with their picks (at no time 
may a player use his hands), and the 
first player to spell a word correctly 
in answer to the question wins a share 
in a gold mine. Game has a_ novel 
scoring feature. Made in two editions, 
the standard for six players at $1.00 


and the deluxe edition for 12 players 
at $2.00. 
Mass, 


Parker Brothers, Salem, 


DURING 


KITCHEN HELPS 


















NATIONAL HARDWARE 
Sparing OPEN HOUSE 


Your customers will buy smart, new products. So 
display your Dazey Demonstrator prominently with 


all these smart-looking devices. You'll be 


amazed how Dazey Kitchen Helps 


ern, colorful, and priced 





TRIPLE 
ICE CRUSHER 


SUPER- 
JUICER 





St. Louis, 


step u 


kitchenware sales. They’re mod- 


to sell! 


CAN 


OPENER 


Warne & Carter Aves. 


Mo. 
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*“Griptule” 

For handling bolts, nuts, screws, 
gadgets in close places. Grips, holds, 
and drives. Adjusts to many sizes, by 





Husky Jaws d 
revolving control collar. For locking 
jaws tight on parts, control collar is 
turned hard to the right. Griptule 
Vig. Co., seen Md. 


Dust-Proof Gravity Oiler 


A new, visible, unbreakable, dust- 
proof oiler has been announced by the 
Trico Fuse Mfg. Co., 2948 N. Fifth St., 
Milwaukee, Wis. This new oiler is in- 
tended for all applications of gravity 
feed type oilers where the dust-proof 
feature is desirable. No foreign matter 
to destroy the life and accuracy of 
bearings, especially on high-speed pre- 
cision machinery, can pass the 100-mesh 
brass screen and felt filter, maker 
states. An unique feature is the remov 
able filter that can be extracted for 
cleaning in less than five seconds with- 
out tools or waste of time. The oiler is 
mounted at the top of the part to be 
lubricated, and any predetermined num- 
ber of drops of oil per minute can be 
obtained by an = adjustment of 
the needle valve. The shut-off lever at 
the top, when in a vertical position, as 
shown, feeds oil, and when tilted to the 
side, stops the flow. Made in four 
styles: with removable filter, with re- 
movable filter and vent-tube; with re- 
movable filter and drain cock; with re 
movable filter, vent tube, and drain 
cock. All styles are available in one. 
two, four and eight ounce capacities. 








Tubular Latch Sets 


New improvements in tubular screen 
door latch sets announced by the Inde- 
pendent Lock Co., Fitchburg, Mass., 
are: spindle is threaded for accurate, 
close adjustment of knob and lever to 
doors of any thickness; patented Darde- 
let set screw used in lever handles to 
provide positive, non-loosening hold on 
the spindle; tubular latch bolt and tail 
piece is a single brass forging and is 
actuated by strong compression spring; 
backset of 1% in. is provided in this 
latch. Maker supplies these sets with 
brass trim, in either dull or polished 
brass finish; and with steel trim in 
special black rustproof Parkerized fin- 





ish or in dull brass finish. With deal- 
er’s order, maker furnishes attractively 
finished working mount for counter 
display. 





Utility Chain Display 

A new display stand for chain is 
offered by American Chain Division, 
American Chain & Cable Co., Inc., 
York, Pa., with its utility chain assort- 
ment. The stand is designed for coun- 
ter top and gives maximum visibility 
to the chain. It carries four reels of 
popular sizes and patterns, consisting 
of 100 ft. each: No. 0 solid brass safety 
chain: No. 7 “Tenso” chain, nickel- 
plated; No. 16 solid brass single jack 
chain; No. 91 safety chain, galvanized. 
Each reel carries a label showing size, 
type, finish, tensile strength, weight, 
and suggested retail price per foot. 
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““Speedy-Clean” Electric 
Broiler 

The Everedy Co., Frederick, Md., is 
sponsoring a chrome-electric combina- 


tion within the “popular price” range. 
The “Speedy-Clean” electric broiler 





combines many cooking duties with the 
added convenience of _table-service. 
Bottom and top are of sturdy gage 
steel heavily plated with highly pol- 
ished chrome. An electric grid (re- 
movable for easy cleaning) in the top 
unit enables the housewife to broil, 
fry, boil or toast—right on her table. 
Placed on its three heat-insulated feet, 
this unit serves as a multi-use hot-plate. 
Bottom unit is equipped with triple- 
tinned trivet which forms the surface 
for broiling. Both units have three in- 
sulating feet to protect the table top 
from heat and both have big, cool, non- 
twisting handles of ebonized wood. The 
electric grid has two heats—high, 1000 
watts; low, 350 watts. The broiler may 
be used with any 110-125 volt A.C. or 
D.C. current. A heavy duty electric 
cord is also included. 


Weather Vanes 


Milcor is introducing a line of three 
rugged but inexpensive weather vanes 
for installation on homes, garages, flag- 
poles, play-houses and other buildings. 
The Milcor No. 1 Weather Vane screws 
into a flat end-flange and is made pri- 
marily for mounting on flagpoles or pro- 
jections with a flat surface. It stands 
14 in. high. The No. 2 weather vane 
finial, which stands 18 in. high, and the 
No. 3, which is 24 in. high, are made 
for installation on ridge or hip ends 


> 





NO.2 
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and can be cut to accommodate any 
roof pitch. All are equipped with solid 
steel shafts floating on a ball-bearing 
pivot and lubricated with grease. The 


entire vane is painted with aluminum. 


Milcor Steel Co., Milwaukee, Wis. 


‘““Spatter Saver” 


To prevent spattering of cream, milk 
shakes, thin batters, etc. Fits on shaft 
above dashers, adjusting to bowl or any 
utensil up to 15 in. Permits free ac- 
cess and view. Washable. Fits prac- 





tically all electric mixers. Suggested 
retail selling price, 50 cents each. Spat- 
ter Saver Co., 22 Jordan Ave., San 
Francisco, Calif. 


Six-Purpose Screw Driver 


Can be used as a wire skinner, 
scraper, reamers, countersink and 
marker, as well as a screw driver. Blade 
is of quality alloy tool steel, tempered, 
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and forced to the handle under pressure 
and securely held by oversized wings. 
Handle is amber plastic. Furnished 
with display in three colors. Overall 
size of driver is 5% in.; handle, 2% in. 
The Ma-Da Co., Sabina, Ohio. 











LARGE STOCKS... 
UNIFORM HIGH QUALITY 
IMMEDIATE SHIPMENT 


Principal products include — Alloy 
Steels, Tool Steels, Stainless Steel, Hot 
Rolled Bars, Hoops and Bands, Beams 
and Heavy Structurals, Channels, 
Angles, Tees and Zees, Plates, Sheets, 
Cold Finished Shafting and Screw Stock, 
Strip Steel, Flat Wire, Boiler Tubes 
and Fittings, Mechanical Tubing, 
Rivets, Bolts, Nuts, Washers, etc. Write 
for Stock List. Joseph T. Ryerson & 
Son, Inc., Chicago, Milwaukee, Detroit, 
Cincinnati, Cleveland, Buffalo, Boston, 
St. Louis, Philadelphia, Jersey City. 
























A LOW PRICE 
Quality 
Scale 


‘WITH 





INDIVIDUALLY 


CALIBRATED 


SPRINGS — 








HAVE GATISFIED CUSTOMERS. 
GIVE THEM QUALITY AT A LOW 
_PRICE. CHATILLON SCALES 
HAVE HEAT-TREATEO SPECIAL 
ALLOYED STEEL SPRINGS THAT 
HAVE BEEN INDIVIDUALLY CALI- 
BRATEO. THEY ARE MORE 


ACCURATE. THEY LAST LONGER 


JOHN CHATILLON & SONS 


65 TO 93 CLIFF STREET 





NEW YORK,N.Y 
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Says J. F. Bush Nicholson, Pa. 


“| have been selling Prime Electric Fence Con- 
trollers for three years and have not had a 


dissatisfied customer since | have taken on the 
line. It has proved to be one of my best 
profit items and | do not hesitate to recom- 
mend it as the best controller manufactured.” 





Another dealer demonstrates 


that it CAN be done: 


PUSH 
PRIME 


Electric Fence 
Controllers 


PROFITABLY 


Yes, and there’s more than profit in 
selling Prime. There’s the assurance 
that you’re not letting yourself in for 
a lot of service headaches — assurance 
that your customers are pleased. 

Prime is the well-known line, nationally 
advertised, used by thousands. 

Prime is safe (bigh-line models ap- 
proved by Underwriters’ Laboratories.) 
Prime is the easy-to-sell choice of hun- 
dreds of successful dealers. 

High-line or battery models — com- 
plete = range. Sell Prime this sea- 
son. Ask your jobber. Prime sells only 
through jobbers. 


The Prime Mfg. Co. 


1669 S. First St. Milwaukee, Wis. 





Gillette Free Goods Offer 





On May 3 the Gillette Safety Razor 
Co., Boston, Mass., for the second year, 
broadcasts the Kentucky Derby over 
96 stations of the Columbia Broadcast- 
ing System. Introduced on the broad- 
cast will be a new one-piece Gillette 
Tech Set, the Ranger Model, in durable 
traveling case with 5 Gillette Blue 
Blades. Set retails for 98 cents. One 
free razor with each carton of 10 is 
offered for dealer cooperation. All 
dealer need do is keep a card or carton 
on counter, plus a poster on window. 
Posters are enclosed in each carton. A 
handsome window display is available 
on request, when ordering. Post card 
in each carton, which mailed back to 
Gillette, bring the free razor. Carton 
10 sets costs $7.36, dealer’s selling 
price with free goods $10.78; profit 
$3.42. Gillette also offers free goods 
on the gold-plated “Milord Tech” one- 
piece set introduced last fall. This razor 
will have a spot in the broadcast com- 
mercials. In an exceptionally fine case 
with 5 Gillette Blue Blades, it retails 


at $1.50 (Fair Trade Minimum of 
$1.39). Costs dealer $11.40 per carton 
of 12 sets, plus one free set. Selling 
price with free goods, $18.07, dealer’s 
profit $6.67. Post card in each carton 
brings the free set. Free goods offers 
on both of the above expire June 30, 
1941. 


Junior Art Set 


“Amaco” No. 3732—a combination 
set of three different color mediums; 
chalk, wax crayons, and water colors. 
These materials are presented in three 
complete individual boxes held securely 
in place by a diecut cardboard. In the 
wax crayon box there are 32 crayons 
in 32 colors which may be used on 
paper, wood, or fabric. The royal 
blue and gold water color box contains 





an assortment of eight semi-moist water 
colors. Ten sticks each white and col- 
ored chalk with eraser are packed in the 
window-type box of sundry chalk 
crayons. A sturdy exterior box in royal 
blue complete this set which retails for 
$1.00. American Art Clay Co., 4717 
W. Sixteenth St., Indianapolis, Ind. 








Rubber Toys 


Defense Set No. 2255 consists of 
moulded rubber color bearer, aircraft 
defender, howitzer gun, officer, motor 
scout, sound detector, search light, 
three tank soldiers, two tank defenders, 
three plane shooters, two machine 
gunners, three firing line soldiers, five 
matching soldiers, two trench mortar, 
two tanks. Suggested retail selling 
price, $2.00. Packed in a folding car- 






ton which is convertible to a counter 
or window display and provides visible 
display of toys and sales points. Farm 
Set No. 1155 consists of an attractive 
set-up barn, team of horse on wheels 
with harness and pull wagon, tractor, 
spreador wagon, plow, milk wagon with 
cans, farmer man, milkmaid, cow, calf, 
dog, turkey, goose, sheep, two each 
colts, hens, roosters, pigs, piglets, and 
fence. Retails for $2.00. Auburn Rub- 
ber Corp., Auburn, Ind. 
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' Sectional View of 
WHITE MOUNTAIN 
FREEZER 


TRIPLE Motion 
Means SALES Motion 


Quantities of families are returning to the 
making of their own ice cream with White 
Mountain Freezers. They are delighted with 
the rapid TRIPLE MOTION feature and the 
fact that they can make their own ice cream 
with so little effort and with such uniformly 
good results. 1941 can be your banner year 
for SALES with White Mountain Freezers— 
the Triple Motion means Sales Motion. It’s 
an outstanding feature, which combined with 
White Mountain quality has made the well 
known White Mountain Line the 


Fastest Selling Line 
of Ice Cream Freezers. . 


On The Market — 


And don’t forget that every White Mountain 
Freezer is made to give long enduring 
service. Once a White Mountain customer 
always a White Mountain customer. Custom- 
ers do not change, because they cannot find a 
better freezer. Look well to the 1941 line. 
It has sales appeal built into every freezer. 
Models and sizes for every requirement. 





Bi 
WHITE MOUNTAIN FREEZER Co. 


INC. 
NASHUA, NEW HAMPSHIRE... 
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Streamlined Design 
plus 


Advanced Engineering 


ee BIGGER PROFITS 
GREATER SALES 


in the new 


F & W Centrifugal Pump 


For Shallow Wells 


Take advanced engineering that produces an entirely new type 
of pump—a water system that offers years of trouble-free 
service; take streamlined design that couples modern eye 
appeal with stepped-up operating efficiency. . . 

Add these two standout features — streamlined design, ad- 
vanced engineering —and results are inevitable: Greater sales! 
Bigger profits! Better satisfied customers! 

Remember, this new F & W Centrifugal Pump System is 
backed by Flint & Walling’s 75 years of experience. Simplic- 
ity has been achieved with elimination of many moving parts. 
No belts, no gears, no pulleys. Close-coupled pump and motor 
units. Streamlining for closer control of water’s velocity and 
direction of flow. 

Write today for details of this new centrifugal pump and 
the complete F & W line of water systems for deep and shal- 
low wells. 


FLINT & WALLING MFG. CO., INC. 


488 OAK ST., KENDALLVILLE, IND. 


OUR 75TH ANNIVERSARY YEAR 
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H...'s onother Schalk Specialty that has 
what it takes. A product that’s tops! A 
package that sings out and sells! Schalk’s 
Wood Putty contains real wood; is easy 
to work; easy to sell. There's a 5-oz. carton 
at 10¢; a 1-lb. can at 25¢. Ask your jobber! 








Champion of lanterns. New aero 
features speed sales. Aero (rain 
shedding) Dome. Air Flow Com- 
bustion. All - Weather Controls. 
Extra Strong. Extra Convenient. 
Storm Tested. The Smart Lantern. 


TWO SIZES «© ONE QUALITY 











Embury Mfg. Co.,Warsaw, N.Y. 
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year, and has asked for further 
authority to assist England, at an 
additional cost of $3,000,000,000. 
It is now estimated that the tax re- 
ceipts from individuals for the next 
fiscal year will be increased 26 per 
cent and from corporations 63 per 
cent if we meet our budget require- 
ments. 

This is evidence that a large per- 
centage of this staggering tax load, 
under our present theory of taxa- 
tion, must be paid by private en- 
terprise and the incomes of our 
people, which are largely derived 
from private enterprise; and it is 
absolutely necessary that private 
enterprise successfully meet the 
ever-changing economic condi- 
tions, and that private enterprise 
must earn a profit, pay this tax, 
and maintain its working capital 
or our economic system will be 
thrown into chaos with unpredict- 
able results. 

Regardless of the uncertainties 
in our national and international 
picture, there is no uncertainty 
that we must carry the greatest tax 
burden in the history of our coun- 
try. It is not a question of whether 
we approve or disapprove of our 
government's fiscal policies. This 
condition is a reality, and if we 
survive, we must meet it success- 
fully. There was never a time 
when sound business management 
was as important as it is at this 
time. Industry—and remember, 
you dealers are a part of industry 

-has a very definite responsibility 
to operate at a profit, build up re- 
serves and carry its full share of 
this tax responsibility for many 
years to come. 

With the many factors of busi- 
ness today which are beyond the 
control of management, the situ- 
ation is certainly a challenge to 
every business. If we successfully 
meet these economic problems, it 
is necessary that each of us know 
the condition of our affairs prompt- 
ly at the end of each month. We 
must deal in facts and eliminate, 
insofar as possible, the guesswork 
in our business. Modernized ac- 
counting systems enable us to con- 
trol our expenditures more accu- 


Our Industry and Preparedness 


(Continued from page 42) 


rately and to catch losses before 
they have gone too far. We cannot 
pay increased taxes, which will re- 
duce our working capital, and 
meet our obligations with dead 
stocks or slow-moving inventories; 
with frozen accounts or notes re- 
ceivable; nor can we pay taxes 
with our back yards filled with 
second-hand tractors and other 
equipment. 

It is important, in the proper 
control of inventories, for each of 
us to make a thorough and com- 
plete survey of the potential mar- 
ket in the territories we serve. This 
survey should also include crop 
prospects, and our customers’ abil- 
ity to liquidate existing indebted- 
ness or anticipated purchases. Each 
of us should make a careful anal- 
ysis of our business methods and 
try to correct any unsound poli- 
cies. The national and interna- 
tional war conditions, as well as 
the economic and social problems 
of our country, make it most diffi- 
cult for us to keep our feet on the 
ground and to think straight, yet 
I repeat that we of the farm equip- 
ment industry are a most essential 
industry and it is our responsibil- 
ity to devote our time and energy 
to continuing our customary ser- 
vices to the general public. 

The new year will continue to 
present many uncertainties, but 
also exceptional opportunities for 
all in this industry who will en- 
thusiastically and aggressively con- 
tinue our service to agriculture 
and operate our business on a sane 
and sound basis. Let us all face 
existing realities with the determi- 
nation to shoulder our responsibil- 
ities to agriculture, to the Defense 
Commission and other govern- 
mental agencies during this critical 
period. We can build a two-ocean 
navy. We can build and maintain 
a thoroughly trained and com- 
pletely equipped defense second to 
none in the world. We can carry 
our tax load and maintain our 
American form of government, 
providing our government, indus- 
try and labor fully recognize and 
fulfill their responsibilities to our 
country. 
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A DAY IN JULY WITH A VICTOR DEALER 
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af “Sure wish I could keep one Victor 
A ‘Miracle Breeze’ for myself.” 
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i You can help production lines to — 
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ns by supplying customers with 
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. TRIPLEX Threaded Fasteners 

fl “Time gained” is more popular with everybody 

il- these days than “time out for better fitting parts”. 

By Manufacturers save valuable time—prevent delays 

Se caused by faulty cap and set screws, bolts and 

nuts — insure steady production with TRIPLEX V I C T O R 

to Threaded Fasteners. - ns 

ut MIRACLE BREEZE 

or TRIPLEX Machine Bolts, for instance: Users can | ce 

n- bank on their square heads for clean fit, accurately | : eee 

nal formed easy-running threads, tough fine quality | 

ire steel, electric heat-treated for strength and endur- When the heat strikes, the smart 

-_ ance. All standard diameters and lengths. | dealer with a complete stock of the 

- new Victor Fans is going to have a 

~“d Be ready to supply Triplex Threaded Fas- | happy time with his cash register. 

il- teners that boost your reputation and profits. | The beauty and the value of the 6 

ay Write for samples and prices today. | new table models (4 of them with the 
exclusive Victor Flexaire Breeze 

wa THE TRIPLEX SCREW COMPANY | Director) spell sales appeal and 

1in 5317 Grant Avenue Cleveland, Ohio resultant profit to you. Write today 
for catalog and full details on the 

to | beautiful new Victor line. 

‘ry VICTOR ELECTRIC PRODUCTS, Inc. 

ur Dept. J-5104 - 2950 Robertson Rd. - Cincinnati, Ohio 

nt, 

us- ASK YOUR JOBBER 

nd CAP AND SET SCREWS, BOLTS, NUTS AND RIVETS : 

ur * Millions Sold + + + Usedin Every Industry * li) tte today 

GE APRIL 17, 1941 
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COLUMBIA 


The Original 
NATURAL FINISH 


itable fast selling 6 

ft. Folding Rule! It's 

the ONLY Natural Fin- 
ish Rule with Riveted-Strike-Plate Joints at 
this LOW PRICE on the market! 


Write for New Folder NOW! 


514 Hunts Point Avenue 7 New York, N. Y. 
I EIR Ee RS 
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Every User Recommends It— 


Every man who uses a Townsend Wire 
Stretcher is pleased with the ease with 
which it is attached to the wire, the rapid- 
ity with which the wire is brought into 
position for nailing, and the fact that he 
can stretch the wire and nail it to the post 
without assistance. These time and labor 
saving features have made the 








Townsend Wire Stretcher 


a profitable seller for over 30 years. It 
will stretch plain, twisted, barbed, woven 
wire or large mesh open wire. The 3 foot 
wooden handle is fitted with malleable 
iron pincers with serrated steel grips war- 
ranted not to slip. Also ideal for tight- 
ening bands and wire on large shipping 
boxes, crates and bales. Send for Trade- 
prices, also Folder which gives complete 
details. 


B. W. TOWNSEND 
Painted Post, N. Y. 











National Hardware 
Open House 


Spring Event, May 1-10 


HIS schedule of day by day 

operations is suggested to help 
you carry out preparations for Open 
House. Note how simple a big pro- 
motion job is when it’s broken down 
into little jobs to do each day. 


Tuesday, April 15 

Check future orders. See that 
shipments are all in. Discuss NHOH 
with employees. 
Wednesday, April 16 

Order Open House merchandise; 
fill in stock of all items that will be 
in demand during NHOH. 


Thursday, April 17 

Make list of overstocks and close- 
outs. Check up on your circulars. 
Friday, April 18 

Clean up stock displays and fix- 
tures. Plan Open House displays. 
Check display material. 
Saturday, April 19 

Only 12 days to Open House. 


Vonday, April 21 

Write advertising. Plan merchan- 
dise demonstration. 
Tuesday, April 22 


Check city and rural mailing lists. 


W ednesday, April 23 

Final check on merchandise _pre- 
paredness. Check back orders, can- 
cellations, substitutions. 
Thursday, April 24 

Send news releases to local news- 
paper editor. Write show cards. 


Friday, April 25 

Address circulars. Run teaser ad 
in newspaper. 
Saturday, April 26 


Only 5 days to Open House. 


Wonday, April 28 

Rearrange stocks, prepare shelv- 
ing and tables for NHOH merchan- 
dise. Run teaser ad in newspaper. 


Tuesday, April 29 

Begin to get out NHOH merchan- 
dise. Build special displays. Mail 
circulars to country. 


Wednesday, April 30 

Wash, decorate windows. Install 
display material. Distribute circu- 
lars in city. Run first ad in news- 
paper. 


Thursday, May 1 
Final check on preparedness. In- 
stall price cards. Pep up employees. 


Friday, May 2 


Rebuild displays for Saturday. 
Check local competition on specials. 


Saturday, May 3 
Demonstration Day. Reorder nec- 
essary fill-ins. 


Monday, May 5 
Fill in all displays. Clean up store. 


Tuesday, May 6 
Run follow-up ad in newspaper. 
Wash and change windows. 


Wednesday, May 7 
Re-price slow sellers. Plan pro- 
motion left-over merchandise. 


Thursday, May 8 

Run final ad in newspaper. Hold 
store meeting to plan for finish, pep 
up employees. 
Friday, May 9 

Final check-up for closing day. 
Re-price and display slow sellers. 
Saturday, May 10 


Demonstration Day. 


Monday, May 12 

Remove special sales display ma- 
terial. Wash, change windows. 
Change prices. 


Tuesday, May 13 
Check all stock for fill-ins. Follow 


up major items prospects discovered 
during event. 
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PUT PRESSURE on PROFITS 





Ga winsionny 
ADVERTISED 


THE NEW PRESSURE COOKER 
THAT’S REALLY IMPROVED 


No lugs, no screws, no bands—the new trouble- 
free, extra capacity E-Z Pressure Cooker! Special 


Hardware Open House display and merchandising and 30 inch 


Cuts up to 
53 Acres 


material—backed by dynamic national advertising 
campaigns. 


al) 






FOR ADVERTISING 
Tm PUBLICATIONS 





Sell TORO and 





NATIONALLY 
ADVERTISED 


THE SPLIT-MINUTE WAY MAKE MONEY 
TO COOK--SAVES VITAMINS N THE Starlawn, you give your customers far 


greater strength, less weight, easier handling and 


Today, the most talked about advance in cook- bigger dollar value than in any mower they can buy. 
ing—asparagus in 1 minute, cauliflower in 2 | : ; ’ 
minutes, tough roasts made tender in 35 minutes. | The world-wide reputation of the name TORO 
Now, for the first time, available to the hardware | means easier sales and profits for you... years of 
trade through hardware jobbers. Complete mer- | satisfactory service for owners. 
chandising plans offered. There's a TORO Power 
| . Mower size for every home 
Ask Your Jobber! quit or institutional need. 
Caimi Ry greet grnon® Sell TORO and you 
‘tet, ale eit enett sell the BEST. 
a LESS g atte WRITE FOR CATALOG AND 
gett EB \\ INTERESTING DEALER 
4 gne PROPOSITION. 
PRESSURE COOKER & | gryeowrrimmvarrecni ul 
ce a iieeOner eh "oe en ot 
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BASE KNOBS 





STANDARD AND HEAVY TYPES 


The standard weight "Shelby" cast Base Knob 
in the screw-in type has a |" base and pro- 
jection of 2'/.". The heavy type Knob with 
screw may be had with either 2!/2" or 3" pro- 
jection. Heavy Knobs with plain base 13%" 
in diameter have 2%4" projection. All are 
available in the popular finishes. 


CAST FLOOR 


DOOR BUMPER 
With or without 
screw base 


"Shelby" Door Bumpers 
may be had as illustrated 
or with screw base similar 
to that shown on Base Knob above. Base of 
either type is 1'/," diameter and height is 
15/16". Made in the popular finishes. 





New “Shelby” Catalog now 
ready. Ask for your copy. 


THES [poly 
CD SPRING HINGE CO 
SHELBY, OHIO 








RIGHT IN SEASON 
FOR OPEN HOUSE 





GARDEN INSECTS and Open House 
come right at the same time. So give a 
choice display space to Red Arrow Garden 
Spray—nationally advertised in more mag- 
azines to more millions of home gardeners 
than any other garden insecticide. Ask your 
jobber for posters, leaflets and other selling 
helps. Or write now to: 

THE McCORMICK SALES CO. 

408 Light St. , Baltimore, Md. 
McCormick & Co. (Canada) Ltd., Toronto 


RED ARROW 


GARDEN SPRAY 
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Test Yourself 


on your knowledge of the basic 


principles of buying and selling 


1. The operating expense percen- 


tage (ratio of expenses to net 
sales) in a small hardware 
store located in a city with a 
population of more than 10,000 
would average about 

(a) 25% 

(b) 30% 

(c) 18% 

(d) 35% 


. “Fair trade” laws are— 


(a) Federal laws governing 
retail prices. 

(b) State laws 
wholesale prices. 

(c) State laws permitting 
vendors to establish min- 
imum retail prices on 
trade-marked products. 

(d) State laws prohibiting 
wholesalers or retailers 
from cutting one an- 
other’s prices. 


limiting 


. If the yearly stock turnover rate 


is 12, what part of a store’s 
average stock will a_ typical 
month’s sales be? 
(a) One-half the 
stock. 
(b) Twice the average stock. 
(c) Twelve times the aver- 
age stock. 
(d) The same amount as the 
average stock. 


average 


. Terms of 2/10, net 30 corre- 


spond to what rate of interest 
per year? 


(a) 72% 
(b) 36% 
(c) 24% 
(d) 12% 
(e) 6% 


5. A lot of merchandise was pur- 


chased by a Chicago hardware 
retailer from a New York 
wholesaler, with instructions to 
ship by freight F.O.B. Chicago. 
The legal title to the merchan- 
dise passes from the seller to 
the buyer— 

(a) When the railroad com- 
pany accepts the pack- 
age in New York. 

(6) At the railroad depot in 
Chicago. 

(c) When the goods are re- 
ceived at the store. 

(d) When the goods are paid 


for. 


6. The number of stock turns per 


year in a typical hardware store 
is approximately— 

(a) 2.5 turns. 

(6) 1.5 turns. 

(c) 3.8 turns. 

(d) 5.0 turns. 


. If the list price of an article is 


$10, and discounts of 10% and 
5% apply, the net amount is 
found by— 

(a) Subtracting 15% of the 
list price. 

(6) Subtracting 10% of the 
list price, then 5% of 
the remainder. 

(c) Subtracting 10% of the 
list price, then 5% of 
list price. 


. If an article retails at $2 and 


the markup percentage on cost 
is 40%, the cost is found by— 
(a) Multiplying $2 by 40%. 
(6) Dividing $2 by 40%. 
(c) Multiplying $2 by 60%. 
(d) Dividing $2 by 140%. 


. A wholesaler mails a circular 


to a store, offering to sell certain 
goods, identified by lot numbers, 
at a given price. The store- 
keeper sends a bona fide order 
for some of the goods, but the 
wholesaler refuses to accept the 
order although the store’s credit 
is excellent. 

(a) The wholesaler has a 
legal right to refuse the 
order. 

(6) A contract was estab- 
lished when the buyer 
accepted the wholesaler’s 
offer, and therefore the 
latter must accept the 
order. 


. Of the following two series of 


discounts, which would be more 
advantageous to you: List price 
of $5 less 10%, 5% and 2%; 
list price of $5 less 2%, 5% and 
10%? 
(a) List $5 less 10%, 5%, 
2%. 
(b) List $5 less 2%, 5%, 
10%. 
(c) Both the same. 
(Answers on page 98) 


HARDWARE AGE 











No «¢ 
Deli 
toue 


Cc 


Prov 
glas: 


é 


= 














Take 
Your 
Choice 
OF COMPLETE 

CORYS | 


— trimmed with | 
matched bakelite | 


fittings of ivory- | 
tone, jet black, or | 
walnut. All three | 


are a best buy be- 
cause completely 
equipped. Over 11 
exclusive and pat- 
ented features . . 


including: hinge da 
Decanter Cover, | 
Funnel Holder, | 
platinum Decora- | 
| 


as tion of Glass, CORY 
Glass Filter Rod. | 
THE 


CORY COFFEE BREWER 


WONDERFUL COFFEE & TEA UNTOUCHED BY METAL 
Two CORY Patents now offered in a 
$1 Combination—Nationally Advertised 


CORY Glass Rod 


No cloth, no springs, no chain. 
Delicious coffee and tea, un- 
touched by metal. 


CORY Funnel Holder 


Provides safe stand for upper 
glass after brewing. 


Write for Catalog 
























These Mighty || 
Midgets Will || 
Make Money 

for You | 


You can stock a generous 
assortment of Hoppe’s Gun 
Cleaning Products in less than 
a foot of shelf space and you'll 
be surprised how well they sell, 
how swell they pay and how 
quickly they repeat. They sat- 
isfy. That's why. 





Now’s the time when practically | 
every gunner, fisherman and 
golfer are getting their “gear” 
in order for the season so 
why not grab hold of 
opportunity and get the 
facts today. Ask your job- 
ber, or write us. 


FRANK A. HOPPE, Inc. 


2314A North 8th St. 
Philadelphia, Pa. 


| 
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POL-MER-IK gives the consumer“ 


a better linseed oil at no extra 
cost . . . and gives the dealer 
a packaged oil that he can mer- 
chandise and sell at a profit. These 
big consumer and dealer values 
made Pol-mer-ik a leader from 
the start. Today Pol-mer-ik is the 
largest-selling linseed oil. 
Dealers have found in Pol-mer-ik 
in Cans a way to eliminate the old 
linseed oil drum and the profit- 





Y 
COMPAN se 
IDLAN - ve 
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LINSEED oll 


& 
pace? Doses: Wee 


killing practice of bulk dispensing 
with such losses as foots, leaks, 
drips, over-measuring. 

Today dealerscan display linseed 
oil. Increase turnover. Serve the 
customer quicker and make a profit 
on every sale... . Because with 
Pol-mer-ik in Cans there are no 
losses. You buy a can and sell a 
can. There's a profit on every sale. 
Use the coupon below. Get the 
complete profit story of Pol-mer-ik 
in Cans. 









97 














SEND US YOUR 


aguiaies 


FOR FENCE AND 
METAL SPECIALTIES 





_— 


crs J 
gn 7% mf n 
Lui 


ab? 







































































<4 i, 4 cide ote ie Yeh 
Stewart fren | Picket Fences and Entrance 
Gates, and Stewart Chain Link Wire 
Fences, are available in a wide range of 
designs and types to meet all requirements. 


Stewart Metal Specialties 
comprise: Iron and Wire 
Window Guards to fit any 
size or shape of opening, 
Wire Partitions, Sliding and 
Folding Gates, Settees, Steel 
Folding Chairs, Ornamental 
Iron Bracket and Pier Lan 
terns, Railings, Flag Poles, 
and scores of other products. 


Many dealers are making money by sending their 
inquiries to Stewart. Let us tell you about this 
plan. You make no investment whatever. Send 
for literature mentioning products in which you 
are interested. No obligation, of course. 


THE STEWART IRON WORKS CO., INC. 
837 Stewart Block. Cincinnati, Ohie 
Fence 886 
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Builders to America Since 1 








Feature Handee—the original tool of 


its type and the largest seller. More 
Handees in use today than all other 
makes combined. 

Favored in industry, also a year- 


around gift item for mechanics, crafts- 
men and hobbyists. 

National advertising sends buyers to 
you. This attractive Counter Demon- 
strator will seli them a Handee which 
means repeat business for accessories. 

De Luxe Model $18.50 with 7 Accessories. 


Ultra De Luxe Set (De Luxe Handee and 45 
most popular Accessories in metal carrying 
case), $25.00. 

Demonstrater requires only 2 sq. ft. of space. 


Send for yours today, also Special Deals and full 
information on Accessory Counter Case. 


CHICAGO WHEEL & MFG. CO. 


Makers of Quality Products for 40 Years 


1101 W. Monroe St. 


Dept. HA Chicago, lil. 
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Modernized bathroom with linoleum floor and walls. 


“The Story of a Bathroom”— 


A Traveling 


DIVERGENCE from the usual 

method of merchandising lino- 
leum for walls and floors is the latest 
of promotional created by 
Congoleum-Nairn, Inc., Kearney, 
N. J. “The Story of a Bathroom” 
is a traveling display of three com- 
-one an old fash- 
a remodelled. 


shows 


plete bathrooms 
ioned room: second, 
modern room, and third an alternate 
of the With this 
display it “Nairn” 
dealers to merchandise modernized 
bathrooms complete with new ap- 


modern room. 


is possible for 


pointments, linoleum walls and 
floors, all as a “packaged” unit, 
relieving the customer of the re- 


sponsibility of contacting the vari- 
ous craftsmen necessary to modern- 
work. The “Nairn” 
arranges for the 
and of 


ization dealer, 
for instance, 
plumber, carpenter, etc., 
attends to the linoleum in- 


stallation. 


course, 


In the modernized rooms instead 
plaster walls, there are 
’ wall line linoleum: 


of ey 
walls of “Nairn’ 


there is a linoleum floor, “person- 
alized” with a special inset design; 
and there is also a linoleum cove 
base joining the juncture of wall and 
floor in a smooth, easy-to-clean 
Other improvements include 


The door is the 


curve. 


rounded corners. 





Display Show 





View of three bathrooms. 


original door but covered with wall 
linoleum after hiding the panels with 
plywood. 


Correct Answers 


(Continued from page 96) 


l. (b) 4. (b) 8. (d) 

2. (c) 5. (b) 9. (a) 

3. (d) 6. (a) 10. (c) 
7. (b) 
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Reliatle FOR EVERY FIELD & USE 
Wall Cordage is specially constructed for par- 
ticular uses in a wide variety of sizes and 
types, but only one standard .. . the highest, 
GENERAL HARDWARE AND SPECIAL USES. Manufactured by 

Pile Driver + Hoisting * Hammerfall + Transmission + Drilling Cable 

* Bolt Rope + Shovel Rope » General Contracting + Structural Re- TH E SOUTH INGTO N 
quirements * Marine Stevedoring » Dredging + Oil & Water-Well. 


WALL ROPE WORKS, Inc. HDWE. MFG. CO. 


48 South St., New York, N.Y. * Factory: Beverly, N. J. SOUTHINGTON CONN. 
Boston * Philadelphia * San Francisco * Houston ® Tulsa 
Baltimore * New Orleans * Norfolk ¢ Pittsburgh 

Ah ee | 

















Looking for a 
HARDWARE STORE? 


HE place to find it is under the heading of Busi- 
ness Opportunities in the Classified Opportun- 
ities Section of the regular issues of Hardware Age. 


By watching the for-sale ads you'll be reasonably 
sure to secure a good paying business at a fair price 
or better still, let the trade know the kind of a store 
you are looking for. 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd Street, New York City 
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JOHN W. GEESLIN, di- 
rector of The Thomson-Diggs 
Company, Cal., 
is 81 years of age and has 
been identified with the same 
company fer over 52 years. 
Mr. Geeslin was born on July 
16, 1860, in Johnson County, 
lowa, and entered the employ 
of The Thomson-Diggs Com- 
pany as a bookkeeper on Oct. 
8, 1888. that time he 
has remained constantly with 
the company, serving as sec- 
retary-treasurer for 36 years 
president for four 
years. He served as a direc- 
tor for many years for the 
Credit Managers Association, 
an affiliate of the National Association of Credit Men. 
On Oct. 8, 1938, he was tendered a dinner at the Sutter 
Club, Sacramento, commemorating his half century in 
the hardware business with The Thomson-Diggs Com- 
pany. He is a 32nd degree Mason and past master of 
his Blue Lodge and is also a member of the Mystic 
Shrine. He has been a Republican all of his life. He 
is the father of three children and has six grandchildren. 


Sacramento, 


Since 





and as 


J. W. GEESLIN 


100 


Hardware Age 
Fifty Year 
Club 


W. J. C. TROXELL, pres- 
ident of C. Y. Schelly & Bro., 
Inc., Allentown, Pa., complet- 
ed a half century of activity 
in the wholesale and retail 
hardware business with that 
firm Feb. 13, 1941. Born at 
Tiffin, Ohio, Dec. 21, 1867, 
Mr, Troxell located in Allen- 
town when a young man and 
entered- the employ of the 
Schelly Co. as a clerk on Feb. 
13, 1891. Ten years later he 
bought an interest in the busi- 
ness when it was still a part- 
nership. On Jan. 1, 1930, the 
business was incorporated and 
C. Y. Schelly, the founder, 
was elected its first president 
and Mr. Troxell, vice-president. Early in 1932, owing to 
illness, Mr. Schelly was obliged to resign and Mr. Troxell 
succeeded him as president. The business was started at 
its present location in a single store but now occupies 
three large store buildings, a railroad siding warehouse 
as well as several warehouses at other locations. Mr. 
Troxell has other interests besides hardware. He is an 
active elder of the First Presbyterian Church since 1912, 
was its Sunday School superintendent for 23 years, is a 
32nd degree Mason and past master of the oldest Ma- 
sonic body in Allentown. He is also a member of the 
Kiwanis Club. He enjoys painting landscapes in oil and 
gets a great deal of pleasure out of that diversion. 





Ww. J. C. TROXELL 
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|Here’s a Good Seller! 
No. 1002 
ASSORTMENT 


ACCURACY 


AR ... THAT’S WHAT Mage Lead Head 
_— Nails DO FOR A METAL ROOF! 


3 ANCHOR LEAD HEADS 








prises the tools listed below 
together with the beauti 
fully finished Display Board 
as illustrated. Of the quan 







tities shown, one each of NON-ROTATING. . . drive without turn- 
the tools is mounted on the ing ... no strain on head. Anchor rings 
display panel. provide maximum holding power. Soft lead 
Yq doz. No. 116 Warner Patchers head folds over nail’s hole and seals it 
with square and trowel-pointed like a wad of gum. Needle point drives 


blades. Retail price, 25¢ each. more easily. No better nail for the pur- 
Ye doz. No. 400 Warner All- pose. Plain Barbed Lead Heads also 
Steel Scrapers, semi-stiff, 3 available. 

inches wide. Retail price, 25¢ 


each. . ed <x ' 


These tools are well made, at- semivati” Putty Knives (5p ta. ‘ ZINCLAD CALK-S CREWS 
tractively finished and in every- W'#- Retail price, 19¢ each. f ei. f 

tes oh bt 

Py ok if 





day demand. They are being 1 doz. No. 107 Warner Safety ONE-PIECE CONSTRUCTION — head can’t 
extensively advertised and carry Razor Blade Scrapers. Blade twist loose. Self-calking. Head plugs and 
our well-known trade mark. The ‘ecks in or out. Retail price, caps the hole perfectly. Drives and holds 
entire assortment is packed in 15¢ each. like a screw. Nail is Zinclad—hot-dipped 
one carton and provides the 1, doz. No. 800 Warner Floor in pure, molten zinc. Rustproof.. . lighter 
dealer with a selection of fine Serapers of each of 3 sizes. —more nails per pound than lead heads. 


rape SEE YOUR JOBBER OR WRITE DI- 
om a at very moder- En tet eee aah RECT FOR SAMPLES AND PRICES. 
ate cost. Shipping weight per 1% in. blade, ° ° 

assortment, 9 Ibs. 20 in, blade, 30¢ sean There’s Profit for You in Maze Nails 


tools and an attractive means of Seraper head bevelled. Retail 


Write for Descriptive Folders of America’s Finest Tools. 


WARNER MANUFACTURING CO. WMLMALL, WU, PERU 
801—16th Ave., S. E., Minneapolis, Minn. hele bees sae pa sda eee! / 





























FARRELL-CHEEK 


FIRE-FIHKER 


YOU'LL GET MORE. 
CUSTOMERS INTO 


z 
v Clinker Tonge -*& YOUR ce 
Oo kj 
Oo 








ff Fire Hooks 





Pokers 


Wet tue WEN. LAWNMOWER SHARPENER 
swmwnee || VOU CANDO Both/ . . . 


Make more money. You can if you offer your customers a fast, accurate, 
better lawnmower sharpening service. You profit on the sharpening job 


Clinker Hooks 











Ash Hoes oa and bring more customers to your store. Thus you increase your service 

a and make more sales on all hardware items, Get an IDEAL LAWN- 
. , MOWER SHARPENER. Inexpensive, modern, effi- 
Good quality, practical design, and conve- cient. Grinds mowers in 20 to 30 minutes. Usual 
nient use has made the FIRE-FIXER Line the charge $1.00 to $1.50. Easy to operate—oa clerk 
ww oe can run it in his spare time—plugs into light 
LEADER” in furnace tools. socket. Grinds scythes, sickles, grass, hedge shears, 
ASK YOUR JOBBER FOR NEW-1941 etc. Write for free catalog and complete plans 


for establishing a lawnmower sharpening service. 


CATALOG, OR WRITE DIRECT TO:— 


FARRELL-CHEEK STEEL CO. ‘“ASois*’: || MRAM a 


702 BELL ST. @ PLYMOUTH, OHIO 
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PAUL M. MULLIKEN 


NLY through a co- 
ordinated and an intelligent co- 
operative effort will we ever be 
able to build the defenses neces- 
Believ- 
ing that such is possible, may I 
submit the following five-point pro- 
grams for manufacturers, whole- 


sary for self-preservation. 


*Taken from a talk given before the 
Pennsylvania and Atlantic Seaboard 
Hardware Ass'n convention at the Wil- 
liam Penn Hotel, Pittsburgh, Pa., Jan- 
uary 30, 1941. 





gather. 


in. 


House. 
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SpeedWay 


the hand, 


salers, and retailers for your earn- 
est consideration. 


A—The manufacturer, who 
chooses to distribute all or part of 
his goods through 
channels should: 


1—Produce only the kind of 


merchandise that best meets con- 


inde pendent 


sumer demand and secures con- 
sumer acceptance. Naturally, this 
involves a study of the several 
kinds of consumers that are to be 
reached, with full recognition of 
the preferences and whims of each. 

2—Make attractive 
and efficient sales helps. These 
should be supplied at a minimum 
cost, which is possible through 
mass production, but which be- 
comes prohibitive when done indi- 


available 


SELF-DEMONSTRATOR | 
It’s FREE for Hardware Open House | 


| 
Set this try-it-yourself demonstrators | 
kit wherever you want the crowd to | 
It has color, flash, animation 
and just enough sound to stop them 
not only the smart little 
natural pistol-grip Drill 
with a drill bit, but blocks of wood 
and iron for customers to drill holes 


Everybody will want to try it, and in 
this drill is half sold, for 
there’s a thrill in the way it goes thru 
wood or metal. 
ever sold tools before or not, you'll 
want this SpeedWay display for Open 
It’s yours absolutely free too 
(1 to a store) with an order for one 
SpeedWay No. 69 %” Electric Drill, 
list price, $7.95. 


Whether you have 


Order today from your jobber, or 
write for description of all SpeedWay 
Home Workshop Tools, deals and 
dealer helps. 


SPEEDWAY MANUFACTURING CO. 
1836 So. 52nd Ave. 
Cicero, Illinois | 


Five-Point Programs 


vidually. Design promotional ma- 


terial for use at the point of sale. 

3—Eliminate duplication and 
avoid all costly practices that im- 
pose a premium upon merchandise 
sold through independent channels. 


4—Discontinue all unnecessary 
expenditures now employed in sell- 
ing to the distributing branches of 
our industry. Disregard tradi- 
tional customs and adopt every 
feasible economical practice. 


5—Be fair in all sales policies, 
selling all distributors on the same 
basis—quality, and service con- 
sidered. 


B—The wholesaler who is genu- 
inely interested in retailer’s con- 
tinued existence for his own per- 
petuation, should: 


I—Serve as the purchasing 
agent for the retailer, which re- 
quires buying backwards from the 
established retail prices to make 
possible the placing of the retailer 
in a competitive position. 

2—Reduce the number of items 
in the lines through standardiza- 
tion of stocks. Determine the best 
sellers in each line and recommend 





“Paid in Full” 


KF AMILIAR and old is the plan 
whereby a debtor tenders to his 
creditor a check for less than the 
amount owing, having first marked 
the check “in full payment.” In a 
recent Missouri case a creditor su- 
ing for an unpaid balance had been 
offered such a check but refused to 
take it until he had crossed out the 
“in full payment” notation with the 
debtor’s consent. 

At the trial of the case the debtor 
contended that by taking the check 
the creditor had accepted it in full 
payment and hence was not entitled 
to the unpaid balance. He claimed 
further that the creditor could not 
change the effect of his acceptance 
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for manufacturers, wholesalers and 
retailers in establishing defenses 
necessary for self preservation 


minimum quantities for retailer’s 
guidance. 

3—Reduce operating costs to a 
minimum through the reduction 
of selling costs and the elimination 
of unprofitable accounts and the 
discontinuance of non-essential 
service. 

4—Stop selling at retail. 

5—Provide a sales promotion 
program for the retail trade to 
include the best merchandise and 
advertising plans which can be 
supplied at a reasonable cost. 
Make these plans so practical and 
effective that their acceptance and 
use may be more general and com- 
plete. 

C—The retailer, who honestly 
wants to live—must: 

I—Go modern both physically 
and mentally. Clean up the store, 
install modern fixtures which have 
been tested for their selling effi- 
ciency. Keep the store well lighted 
and clean, and the displays tempt- 
ing and up-to-date at alk times. 
Make it the kind of store that cus- 
tomers like to patronize. 

2—Be sales-minded, which re- 
quires an aggressive policy with 
full utilization of all sales plans 





and material made available by 
the supplier. Train the sales per- 
sonnel through frequent and regu- 
lar store meetings. Make full use 
of material supplied by manufac- 
turers and by the association. 
3—Concentrate purchases with 
a minimum number of sources of 
supply. 
method will it be possible for the 
wholesaler to either build a pro- 


Only through such a 


gram to effectively promote sales 
in the retail stores, or to reduce 
his cost of doing business. 
4—Adopt a continuous promo- 
tion program through the use of 
regular advertising, either in news- 
paper or with direct-by-mail pro- 
motion. Keep windows seasonably 
planned and attractively trimmed. 


By PAUL M. MULLIKEN* 


Secretary, 


National Retail Farm Equipment 
Ass’n, St. Louis, Mo. 


Sales promotion furnishes the best 
weapon the retailer has in his fight 
for the consumer dollar. 

5—Abandon the practice of uni- 
form mark-up. Master and use 
the art of proper pricing, adopting 
competitors’ custom of accepting 
shorter margins on popular, quick- 
turning items to favorably impress 
customers of your merchandising 
efficiency and thus build good will 
and increase sales. 

When these component factors 
of this industry adopt such a pro- 
gram, then will you have estab- 
lished the defenses necessary for 
your self-preservation because you 
will be just as efficiently and eco- 
nomically serving the customer, 
the real boss of your business. 





<2 > 
he 





—Maybe! 


of the check by striking out the 
notation. 

Ruling in favor of the creditor, 
the Missouri court said: “The evi- 
dence shows that plaintiff did not 
accept the check with the endorse- 
ment thereon, but refused to so ac- 
cept it and did not accept it until 
the notation was crossed out with 
the consent of the debtor.” 

Where there is no question about 
the amount due, a debtor cannot pay 
off a debt by paying a_ smaller 
amount, no matter how he marks 
his check. Where there is a bona 
fide dispute, the creditor is “through” 
if he accepts such a check. 
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April is the month when farm- 


ers and householders repair- 

and extend—their pipe lines. 
Put your “Greenfield” Adjustable Pipe Stock and Die 
Sets and your “G.T.D.” Pipe Wrenches out where they | 
can be seen—and bought. 





PIPE STOCK AND DIE SET 
Any combination of sizes for 
from \%” to 24%” pipes. 

"G.T.D."" PIPE WRENCHES 


Grip quick and hard. Last a life- 
time. Wood or steel handles. 


GREENFIELD TAP & DIE CORPORATION, GREENFIELD, MASSACHUSETTS 


Detroit Plant: 2102 West Fort Street—Warehouses in New York, Chicago, Los Angeles 
In Canada: Greenfield Tap & Die Corp. of Canada, Lid., Galt, Ont, 


ANY O\ GREENFIELD 


Taps - Dies - Gages - Twist Drills - Reamers - Screw Plates - Pipe Tools 














103 



































DENISTON 
ROOFING 
NAILS 


Sell the nails your customers 
want — DENISTON TRIPLE 
LOCK LEAD SEAL DRIVE 
SCREW ROOFING NAILS. The 
lead under the head and down 
the shank plugs the hole around 
the nail with lead to form a 
weather-proof seal . . . the 
“bump” triple-locks nail, lead 
and sheet solidly together . . . 
the drive screw shank makes 
the nail turn and hold like a 
screw. Result: the roofing gives 
better service and lasts longer, 
your customers are satisfied, you 
get more business and make big- 
ger profits. Deniston Nails are 
made for all kinds of roofing. 
Available in various styles and 
lengths, in bright or galvanized 
finish or solid copper. Send for 
FREE Demonstrator blocks and 
samples of nails. 





y/ram ») 3. | 3E@), ae 


4856 South Western Avenue 


CHICAGO ILLINOIS 








STEELGRIP—the stronger belt lac 
ing is easily applied to any type of 
flat belting with a hammer. Clinches 
smoothly, will not slip or pull out. 
Prevents frayed belt ends 8 sizes in 
boxes, handy package or long lengths. 


BELT HOOKS 








WIREGRIP — the belt hooks that 
are easier to handle, easier to use. 
Patented blue aligning card prevents 
waste, makes every hook usable. Per 
fect alignment on every hook. Fit 
WIREGRIP or any other standard 
lacers. 


Write for catalog and circulars. 


ARMSTRONG-BRAY & CO. 
“The Belt Lacing People” 
304 N. Loomis St. Chieage, U. 8. A. 
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A Peril to Manufacturers 
and Local Dealers 


The farm cooperative has come to the 


fore in recent years but many of these 


organizations are far from cooperative 


. 


| ips retail dealers have long 
been recognized as the most 
efficient, economical and satisfactory 
method of distributing manufactured 
products to farmers. Numerous at- 
tempts to find a substitute for the 
present established system have 
proven futile. Other agencies and 
forms of distribution have either 
failed to reduce the selling cost of 
the product or to render essential 
service. 

During recent years a type of or- 
ganization that is commonly re- 
ferred to as “farm cooperatives” has 
been widely heralded as an ideal 
method of distributing farm sup- 
plies. This scheme has won the sup- 
port of many well-meaning people 
who have been deceived by the 
clever use of the word “cooperative.” 
They have been led to believe that 
such organizations are “farm owned 
and farm controlled.” In reality, 
however, many of these organiza- 
tions are far from cooperative. Al- 
though many farmers have been in- 
duced to invest money in such 
enterprises under the promises of 
patronage dividends, the manage- 
ment and control of the business re- 
mains in the hands of a small group 
of skillful promoters who fix their 
own salaries and perpetuate them- 
selves in power. Farmers are unable 
to even secure intelligent informa- 
tion in reference to the financial af- 
fairs of such concerns. 

The promoters of these spurious 
agencies loudly declaim the local 
dealer as a parasite who exacts a 
heavy toll from the farmer. It is 
their avowed purpose to eliminate 
all independent dealers. It is a mat- 
ter of record, however, thet they 
have failed to accomplish any real 
saving for the farmer in the purchase 
of farm supplies. 


Disturbing Effect 


These bogus cooperative organi- 
zations, however, have had a disturb- 
ing effect upon both legitimate deal- 
ers and many manufacturers of farm 
supplies. In some instances they 


have been able to secure substantial 
discounts and other favors from 
manufacturers that have enabled 
them to undersell the local merchant 
and to thus create an impression 
that the established dealer has been 
making an exorbitant profit on all 
the merchandise that he sells. 


Short-Sighted Policy 


It is, of course, the privilege of 
every manufacturer to distribute his 
products through any channels that 
he finds desirable. If the nature of 
his sales organization makes it ex- 
pedient for him to distribute his 
product through an agency that 
parades under the disguise of a co- 
operative, no one can criticize his 
policy. It seems like a short-sighted 
policy, however, for any manufacutrer 
who depends primarily upon local 
dealers for distribution to lend as- 
sistance to any organization that is 
deliberately attempting to force in- 
dependent dealers out of business. 
It is certainly illogical for any manu- 
facturer who is selling through such 
an organization to expect indepen- 
dent dealers to handle the line or 
to promote the sale of such products. 

There are, however, a number of 
manufacturers who are attempting 
to hold the good-will of local dealers 
in the New York territory, while at 
the same time giving their moral 
support and active aid to an organi- 
zation that is trying to eliminate all 
independent dealers within its area. 
Many of these manufacturers admit 
that their business was developed 
through the aid of small-town deal- 
ers and that they still depend upon 
such dealers as their main outlet. 
Evidently, however, they cannot re- 
sist a tempting order which comes 
to them from a source that is abso- 
lutely inimical to the interest of their 
own best customers—local dealers. 

Some 25 years ago, when the mail 
order houses were attracting a large 
volume of business from every rural 
community, local dealers were con- 
fronted with a similar situation. At 
that time some manufacturers be- 
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Remned merchandise 
can quickly eliminate profits in the sale 
of fence controllers. Make sure that 

your profits are protected by selling 
Electro-Line quality and dependabil- 
ity. More than 100,000 units now in 
use. Safety approved and fully cov- 
ered by patents. Price-lined for vol- 
ume sales and rapid turnover. Bat- 
tery and hi-line operated models 
from $9.85 to $24.50 list. Exclu- 
sive features. Write for complete 
information on how you can 
establish an electric fencing de- 
partment in your store, or ask 

your jobber salesman... Electro- 

Line is sold by leading whole- 
salers throughout the U. S. A. 





APRIL 17, 1941 


LAUSON FOUR-CYCLE, AIR-COOLED SPORT 
KING . . . packed with features that sell on sight! 





Runs 6 hours on a single gallon of gasoline... 












no oil mixed with gasoline . . . automotive princi- 


ple—easy starting . .. no water pump .. . perfect 


trolling speed . . . built for use in both fresh and salt water, 


Write today for facts about the fast-selling line of Lauson 
marine engines! 


LAUSON AIR-and-WATER-COOLED INDUSTRIAL ENGINES 
. powered from % to 52 h.p. . . . lightest in 
weight . . . ball-bearing crankshoft . . . fly-ball type 


governor . . . aluminum cylinder head . . . magneto 


ignition . . . easy starting . . . compact construction. 


Write for free catalog. 








Watch for news about Lauson’s new 21% and 4 
h. p.. single-cylinder outboard, and the sensa- 
tional three-cylinder radial mode! outboard! 


The LAUSON Company 


10 Erie Street © New Holstein, Wisconsin 
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For drying air and endin 
condensation, mold, 
mildew in cellar game 
rooms, closets, vaults, 
photo dark rooms. 


ee Ads appearing in 
“Better Homes and Gar- 
dens;’ “American Home” 
and other national 
publications. 


SEND COUPON 
FOR DEALER PLAN 


SOLVAY 
AIR-DRYET 
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| SOLVAY SALES CORPORATION § 
| \ 40 Rector Street, New York, N. Y. \ 
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} 1 Solvay Air-Dryette Dealer sles. Se ee eee 
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in 
Hot and Cold Beds, Storm 
Doors, Sun Porches, Factory 


are 






JOBBERS! Some territories 


ples and ali facts by return 
mail! 











@ Customers all over the world walk into 
hardware and implement stores and ask for 
Alligator Steel Belt Lacing, or they ask for 

“metal belt lacing that can be put on with 
a hammer.” 

For thirty years belt users have been 
doing this and as a result more than 200 
million belts have been laced with Alli- 
gator. This widespread use plus advertis- 
ing in 140 trade and farm papers, has 
brought about this remarkable acceptance 
for Alligator. 

Don’t let this profitable business get 
away from you because you can't deliver 
when your next belt lacing customer walks 
in or calls up. Check your stock today and 
order from your jobber. 


FLEXIBLE STEEL LACING CO. 
4616 Lexington St., Chicago, Ill. 


Just a hammer to apply it 





ALLIGATOR 


MARK REG 


STE EL BELT LACING 


@ ™e ROLL CALL to» 
EXTRA PROFITS! _ 












G.ass suestivures: 


(ViITAPANE) 


DAYLIGHT-CLEAR TRANSPARENT 
DURABLE WINDOW MATERIAL 
WEW EXTRA SALES — BIG PROFITS 
———, 


R-V-Lite creates sales over and 
over again because customers 
find so many more uses for it! 
Dealers everywhere report it's 
fast becoming the leading seller. 





Poultry House Windows, 


Windows, etc. Your customers 








POWERFUL NATIONAL ADVERTISING 


hel Ds 477 sell more 
-Lite! Sales 
helps include Window Posters. 
. Counter Displays, Descriptive 
— , Pp 


© comes in 50 foot and 
MOT & COLD BEDS 150° foot rolls, 36 inches wide, 
packed individual carton. 












still open. Write today. 


DEALERS! Write today for 
money-making proposition and 
free sample! 






























Drives straight. Compression 
grip protects belt ends. 
Smooth on both faces. Em- 
beds in belt. Rocker hinge 
pin. Joint easily separated. 


Write for Handy Size Chart 





ARVEY CORPORATION 
’ wcdlea tease Manufacturers of R-V-LITE 
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lieved that they could continue to 
hold the good-will of local dealers 
and still sell to the large mail order 
concerns that were actively compet- 
ing with every small town dealer for 
the trade of farmers in the com- 
munity. Dealers, however, revolted 
against this practice and they made 
it perfectly clear that manufacturers 
must make a definite choice between 
the two methods of distribution. 
Manufacturers who decided to cast 
their lot with the mail order houses 
did so with the full understanding 
that they need expect no aid nor 
cooperation from retail dealers. 


Growing Tendency 

There is now a growing tendency 
upon the part of dealers to again 
demand that manufacturers take 
definite position in reference to 
pseudo cooperatives. These dealers 
realize that such an organization 
with 100 or more retail stores can 
contract for a larger volume of ma- 
terial than the average dealer. They 
also realize, however, that the ag- 
gregate sold by all the independent 





dealers in the territory far outweighs 
the amount sold through any other 
single outlet. 


Learn at First Hand 


It is unfortunate that the sales 
officials who establish the policies 
for their concerns do not have an 
opportunity to personally get out in 
the field and learn at first hand the 
sentiment of small dealers who are 
handling their products. These off- 
cials are naturally impressed with 
the large orders that they receive 
from one individual organization and 
they evidently feel that they achieved 
a victory over some of their com- 
petitors when they secure this tem- 
porary outlet for their goods. Owing 
to the fact that dealers are not thor- 
oughly organized, manufacturers do 
not hear the protest that is growing 
stronger and stronger in the terri- 
tory. It will be regrettable if some 
of these concerns fail to awaken to 
the danger before they lose the deal- 
ers’ good will that has been one of 
their valuable assets. 

—Courtesy of The Rural Dealer 


How’s the Hardware Business ? 


(Continued from page 59) 


that this price control was necessary to 
prevent runaway prices for coal, due to 
strikes in the producing fields, and for 
scrap steel, attributable to “speculative 
activity” on the part of a few traders. 
The railroad scrap price (No. 1 heavy 
melting) was fixed at $21.00 a ton for 
Pittsburgh and $19.75 for Chicago. 
Prior announcements’ of price controls 
were on second hand machine tools, 
aluminum scrap, and zine scrap. Ii is 
rather expected that the present 12 
cent nominal wholesale price for ingot 
copper will be established as a “ceil- 


ing” shortly. 
% ok 


News of steel—The second 
quarter has opened without the cus- 
tomary announcement of a steel price 
schedule. First quarter prices will 
prevail, temporarily at least. “Although 
the threatened strike at plants of the 
United States Steel Corp. has _ been 
averted, temporarily at least, pig iron 
and steel output will be affected shortly 
unless there is a speedy settlement of 
the coal miners’ strike and resumption 
reported The 
Iron Age, in its April 10 issue. Steel 


of mining operations,” 


orders are pouring in to the mills at an 
undiminished rate, in some instances in 





excess of March tonnage. Curbs are 
being applied in various directions. 
Further extension of priority and price 
control from Washington appears to 
be certain. Pig iron production, mak- 
ing a new high, totaled 4,704,135 net 
tons in March against 4,197,872 in Feb- 
ruary. The daily average of 152,750 
tons in March showed a gain of 28 
per cent over the February average of 
148,555 tons. 
ae * * 
Retail hardware inventories 
Inventories of hardware stores were 
two per cent higher at the close of 
1940, than a year earlier, while sales 
during the year were six per cent 
higher than during 1939, according to 
reports issued by Vergil D. Reed, act- 
ing director, Bureau of the Census, 
Washington, D. C. 
cluded from 1068 hardware stores with 


Reports were in- 


inventories at the close of 1940 amount- 
ing to $20,981,435. 


ut ca cd 


Gains in retailing—Store sales 
are increasing, and more than season- 
ally, in many sections. While there 
“hoarding,” 
yet households must be making many 


are no signs of domestic 
purchases toward the future. 
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KILLS APHIS 


“Black Leaf 40” sprayed according to direc- 
tions controls aphis, leafhopper, lace bug, 
mealy bug, most thrips, young sucking bugs, 
leaf miners and similar insects. Used by gar- 
deners and flower growers. 


KILLS POULTRY LICE AND FEATHER MITES 


Economical and easy to use—Our “Cap Brush” 
saves money for you! One in every package. 
. 


Sell "Black Leaf 40" and Make 
More Money 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
INCORPORATED — LOUISVILLE, KENTUCKY 











AD SPOF ' 
“THE LUCKY DOG KIND” 





-——COLORFUL DISPLAY STAND—NO CHARGE—— 


The DS41 Assortment is a complete line of Spring and 
Summer merchandise comprising twenty-nine items to- 
gether with an attractive, colorful display sign. A 
"Sporting Goods Department" at a low cost. 


Your Cost ..... , ... $35.50 
List Value a Wee $57.65 











WRITE YOUR JOBBER FOR COMPLETE INFORMATION 
OR 


THE DRAPER - MAYNARD CO. 








400 YORK ST. DEPT. HA CINCINNATI, OHIO 
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THE FASTEST GROWING NAME 
IN ALL-STEEL KITCHEN CABINETS! 


Outstanding quality at prices that are right . . . smooth, 





streamlined designing .. . 
tures—these are the things that have pushed Auburn 
Central all-steel sinks and cabinets to the forefront 


unique merchandising fea- 


as the line for quick sales and generous profits! 


Get complete details on the A-C 
Profit Plan. Write, wire or phone! 


AUBURN CENTRAL MANUFACTURING CORP. 








CONNERSVILLE INDIANA 


AUBURN CENTRAL SINKS AND CARINETS - BUILT LIKE A FINE AUTOMOBILE! 













HOTSTREAM 


a styles and sizes 
We GAS - ELECTRIC 
>) KEROSENE « OIL 















@ Hardware Jobbers and Re- 
tailers will profit most from 
the line of Water Heaters 
that enables them to sell al/ 
their prospects — regardless 
of size, fuel, or price require- 
ments. Only Hotstream... 
the most complete line in the 
world .. . fills this bill. 
































No. 41 is Ready 
Get your copy of the Hotstream 
No. 41 Catalog—and get your 
share of this profitable business. 
Contains all the information you 
need to sell every job right 





Electric 





THE Ae EATER COMPANY 


CLEVELAND, OHIO 


AND AVENUE a 
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The Intelligent Granting of 


REDIT 


Should be based on a careful 
investigation of a customer’s 
past record, present condition 
and future sources of income 


By A. L. BENSON* 


Massey-Harris Co., 
Kansas City, Mo. 


QO UR subject suggests 


two major questions: What are 
intelligent credits and how will 
they increase your profits? 

What are intelligent credits? 
This, of course, is the most difh- 
cult question of the two, so we 
may as well tackle it first. For 
the past 40 years, credit men have 
made the basis of all credit the 
three “C’s:” Character, Capital 
and Capacity. We know now, and 
we have known particularly since 
1930 in this country, that there 
is a fourth “C” of credit which is 
just as important or more impor- 
tant than any of the other “C’s,” 
or several of them combined, and 
that the fourth “C” of credit 
which has not had the attention 
that it might have had is “Condi- 
tion.” 


Capital, if it is liquid, is help- 


*An address delivered at the Western 
Retail Implement and Hardware Ass’n 
convention, Kansas City, Mo., January 
21, 1941. 
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ful, but a man may have capital 
which is not liquid, invested in 
real estate, or in other items where 
he cannot convert it readily into 
money with which to pay obliga- 
tions. Capacity is very much to 
be desired, and good character is 
absolutely essential, but all of 
these together can avail nothing 
if conditions are adverse. Given 
all of the three “C’s” and it will 
not enable a farmer to pay his 
note for a combine if conditions 
are such that he has no wheat, he 
has no corn, and no livestock to 
sell. 

The fourth “C” which I am ad- 
vocating now, and calling “Con- 
dition” covers a lot of territory. 
It covers the condition of the 
ground; it covers the condition of 








the sub-soil and the surface soil; 
it covers the amount of grain in 
storage; it covers speculative ac- 
tivity on the market; it covers war 
rumors; it covers diplomatic rela- 
tions; it covers conditions in the 
community, in competitive stores, 
in chain stores, local bank sup- 
port, competition in general, and 
price cutting, and all of these 
things must be taken into con- 
sideration if we are going to base 
our credits and our intelligent 
credits on character, capital, ca- 
pacity and condition. 

There are also two “E’s” that 
are more important than the four 
standard “C’s” of credit. This 
statement is based on observation 
over a period of years of whole- 
sale hardware, automotive, gro- 
cery and implement credits. I 
would say the thing that is more 
important than character, capac- 
ity, capital and condition are the 
two “E’s”: “Will (h)e” and “Can 
(h)e.” 


Will He Pay? 


By “Will (h)e,” 1 mean, has he 
paid his bills in the past in such 
a way to encourage you to think 
that if he had the opportunity to 
pay and the money to pay that he 
would pay. If so, then he qualifies 
as one who will pay and he is a 
“Will (h)e.” 

The next question is “Can 
(h)e” pay? Now it doesn’t mat- 
ter if he had all the honesty of 
Abraham Lincoln, he still couldn’t 
pay if when the bill came due 
there was no money with which to 
pay, and he couldn’t borrow. It 
is up to you when you grant credit 
to find out whether he has a way 
in which to pay you. 

One company in the implement 
industry makes use of a property 
statement on the back of which is 
a schedule showing the 12 months 
from January to December, list- 
ing just what the purchaser will 
have coming in each month from 
the sale of farm products, what he 
will earn from summer fallowing, 
from plowing, from combining, 
and from work on harvesting fall 
crops, and on the next line what 
he has to pay each month on 
maturing obligations. This is a 
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splendid example of intelligent 
eredits, and is designed to avoid 
overselling, to avoid making pay- 
ments come due when there is no 
income to meet them, and to bring 
out clearly the facts if the pur- 
chaser already owes more than he 
can reasonably hope to pay. 

With reference to the second 
point “How will they increase 
your profits.” We would like to 
quote briefly from a survey made 
by Dun and Bradstreet in 1939, 
in which they solicited and se- 
cured a response from 13,000 re- 
tail merchants in the United 
States. 

In looking at the report on the 
automotive, hardware and imple- 
ment group, we find that the cash 
hardware business in the middle 
group, including neither the small- 
est hardware nor the large chain 
hardware or department store did 
an average cash business of $12,- 
000.00 as compared to the $40,- 
000.00 business done annually by 
the credit hardware store, and the 
credit loss of the credit stores was 
only 2 per cent of their credit 
volume. 


One Thing Left 


When you have solved the ques- 
tion of what he can do and will 
do, there is just one thing left 
(this is more important than any 
of the rest), and this is three- 
fourths of credits. I mean a col- 
lection procedure that will fol- 
low up every obligation as it 
comes due, not only on the due 
dates but every seven or 10 days 
thereafter. If you can depend 
upon your collection follow-up sys- 


tem, and if it is adequate so that 
when the obligation becomes due, 
the purchaser is asked for pay- 
ment, and from that time on he 
is diligently, aggressively, courte- 
ously, but persistently urged to 
pay, then you can take three- 
fourths or four-fifths of the risk 
and the danger out of credit grant- 


ing. 
Stop and Consider 


In the implement business we 
have learned that when a sales- 
man or a dealer sends us a retail 
order and the information indi- 
cates that the purchaser is light 
financially, we find it very help- 
ful to stop to consider who the 
dealer is and who the blockman is 
that submitted the order. If the 
blockman is one known to be espe- 
cially diligent and persistent in 
his collections, and if the dealer 
is one who is cooperative and 
gives the blockman assistance, so 
that the two of them working on 
it along with the collection efforts 
that are being made from day to 
day from the office, all together 
can be depended upon to bring 
about collection, then we can pass 
an order that otherwise we would 
have to refuse. 

So, if you have made careful 
investigation of your customer’s 
past record, his present condition, 
and his future sources of income, 
then you are using an intelligent 
credit policy, and combining this 
with a good dependable colleec- 
tion system, you can safely take 
on that added credit business that 
you need to increase your profits. 





T must be remembered that in- 

dustry is dependent upon the 
present American system of distribu- 
tion, which recognizes the retailer as 
an important figure in the system. 
It is only fair, then, for us to dis- 
courage as far as possible our own 
employees from in any way disturb- 
ing the system. By eliminating the 
retailer we are destroying an impor- 
tant source of tax revenue and jeop- 
ardizing the convenience of a ready 
source of supply and a necessary 
service agency. 
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W holesale Selling by Manufacturers to Employees 


In some cases it has been found 
that the so-called wholesale prices 
are not wholesale at all, according 
to statements of The Chicago Better 
Business Bureau. But aside from 
that, it is hardly fair for our pur- 
chasing agents or others to spend 
their time helping to eliminate our 
own local merchants from the profit 
to which they are justly entitled.— 





R. I. Pierce, Secretary, Manufactur- 
ers Ass’n of Chicago Heights, Ill. 




















IT HAS ALL THESE 
IF IT's A'*3 GEM "/ 


PERS 





#3 GEM FLUE STOP 






FOLDING WIRE FASTENERS 
NO LOOSE PARTS - 


The colorful finish — 
rich and hard—is applied by 
lithography. * The pictures — 
lithographed on metal, too—are 
permanently locked into the 
blanks. »* Folding wire fasteners 
are supplied on #3 Gems. These 
are secured to the blank by sockets 
raised from the metal of the blank 
itself; no assembling operations 
or loose parts are involved. 


Ah your Wholesaler for $3 Gems, 
on write us for reference. 
+ 





J. L. CLARK MANUFACTURING CO 


ROCKFORD. ILLINOIS 


Coa] VIKING, JR. 


10 HE NEW Hanson Viking 
Junior is sweeping the 

15 country. You will be amazed 
at the way this new handy 

20 scale will sell. Put this dis- 


on | carton on your counter 
watch them go. 


Retail at 29c 
WANSON 


SCALE CO Housewives, Mechanics, Fish- 
—S ermen, etc., need this scale. 
Order this dis- 
ak 4 play carton of 
J 12 scales from 
your Jobber 

today. Packed 

6 cartons to 

case. 


cmeaeo 






MODEL Size overall: 
890 6/2” high, 1” wide 
Capacity: 
25 Ibs. by 2 Ib. 
-_ HANSON SCALE Co. 


525N.AdaSt. Chicago, U.S.A. 


ANOTHER VIKING JUNIOR - MODEL 8905 
742'" high 1'4"' wide overall. Capacity 50 
lb. graduated by l-lb. Retail at 49c. 


TVA TYey my at 


BATHROOM e KITCHEN 


NURSERY e DIET e# POSTAL 









Billions of Dollars 


*¢ 9 F a printing press had begun 

turning out dollar bills at the 
rate of one a second when Columbus 
first landed in the New World and 
had continued to produce at the 
same rate ever since, the amount 
would still be three billion dollars 
-hort of the sum required to pay the 
estimated expenses of the Govern- 
ment for the next fiscal year. If 
seventeen billion dollar bills were 
laid end to end, they would stretch 
for a distance of 1,643,387 miles, or 
sixty-six times around the earth at 
the Equator. The amount is literally 
astronomical, for the same dollar 
bills would form six strands extend- 
ing from the earth to the moon, with 
more than two billion dollars to 
spare. 

“Seventeen million popular-priced 
automobiles costing a thousand dol- 
lars each could be purchased with 
the same amount, one car to every 
eight persons, or every two families, 
in the United States. Placed bump- 
er to bumper, these cars would cov- 
er a distance equal to approximately 
sixteen times the distance from New 
York to San Francisco. 

“Seventeen billion dollars would 
pay for the building of 335 battle- 
ships of the type of the Misouri and 
Wisconsin, now under construction 
at a cost of $50,700,000 each, equiv- 
alent to more than twenty-two times 
the present United States battleship 
fleet and more than eight times the 
number of battleships now in ser- 
vice in the major navies of the 
world, exclusive of our own. Simi- 
larly, the money would pay for the 
construction of 423 aircraft carriers 
such as the Essex, Bon Homme 
Richard and Intrepid, at $40,170.- 
700 apiece, or 782 heavy cruisers 
like the four now under construction 
at $21,746,600 each, or 976 light 
cruisers similar to the 13 now being 
built at an average cost of $17,423.- 
000. or 2684 2100-ton destroyers at 
$6.334.000. or 3333 1700-ton de- 
strovers at $5.100.000. or 5862 sub- 
marines at $2,900,000 each. 

“Seventeen billion dollars means 
an average of $129.11 for every man, 
woman and child in the United 
States. or more than $500 for each 
family of four. The 1941 budget fig- 
ure compares with total appropria- 
tions of the Federal Government of 
$463.383.480 for 1891. $705.653.298 
for 1901. $1.039.550.617 for 1911, 
$4.780.829.510 for 1921, and $5.071.- 
711.694 for 1931. Before 1918, no 
annual figure had ever passed the 
two billion dollar mark. 


110 


“The annual interest on seventeen 
billion dollars at 21% per cent 
amounts to $425,000,000, or what it 
cost to run the entire Government 
50 years ago. To earn this interest, 
the 48,400,000 employed workers of 
the country, as estimated for De- 
cember by the National Industrial 
Conference Board, would have to 
work nearly two days each year at 
five dollars a day; and to pay the 
principal each one would have to 
work seventy days at the same rate. 

“When the effects of past and 
prospective expenditures on the na- 
tional debt are considered, the re- 


sults are even more staggering. A 
bill to raise the legal limit of the 
debt to sixty-five billion dollars has 
just been enacted, and there is lit- 
tle doubt that the actual debt will 
reach or exceed this sum before the 
present armament program is com- 
pleted. To produce enough money 
to pay a debt of this amount today, 
the dollar-a-second printing press 
just mentioned would have had to 
begin work more than a century be- 
fore the birth of Christ.” 

-The Guaranty Trust Company, 

Vew York City. 


The implications of the above 
astounding comparisons have a vital 
meaning for every American citizen. 
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“WE DONT CARE HOW MUCH IT COSTS , JUST SO 


IT HITS HOME RUNS ” 


THE ORIGINAL DRAWING OF THIS CARTOON (size 13 x 13 in.), 
suitably mounted for use in window or other hardware store displays is 
available and will be sent, without charge, to the first reader sending 5 
cents postage to cover mailing costs. Ask for HARDWARE AGE CAR- 
TOON No. 13 and send your request to Cartoon Editor, HARDWARE 
AGE, 100 East 42nd St., New York City. The next 100 requests received 
will bring an attractive offset reproduction of the complete original 
drawing, equally suitable for window or interior display. (Size 13 x 13 in.) 


HARDWARE AGE 
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FLAMEMASTER 


ASBESTOS WICK 


Speaks f* ilielff in ——— 


Better Wick Displays for Open House 
Sit grow like magic when your wick business is 








built on Flamemaster, the famous rock weave wick 

that is merchandised the modern way for fast 
selling—and stays sold because of its super-perform- 
ance and economy. 


COMPLETE COVERAGE—SMALL INVESTMENT 


SPECIAL DEAL NO. I—SENIOR MERCHANDISER (left), FREE. 
No more tangled stock. No more losses through wrong aeons. 
Contains 400 ft. of Flamemaster Wick—7%"—1"—1i%4"—I Chart 
on front gives wick specifications for all makes and models o' burners. 
All metal, in 3 colors. E Dealer Selling Aids in- 90 
eluded. Dealer Net, F.0.B. Jobber’s Whse . . 
SPECIAL DEAL NO. 2—JUNIOR penenAsecess ftom). Bh 
Built on the same principle as Serior size. Contains 100 ft. aad 
100 ft. 1%” Flamemaster Wick. Gives wick specifications for 85 “makes 
and models of burners. FREE 2-color Window-Wall Poster $4 45. 
included. Dealer Net, F.0.B. Jobber’s Whse . 

HANDY BOXED SETS—in 5/2 or 12 ft. Rolls. Also cut-to-fit sets 
for specifie burners. Put up in 2-color cartons for counter display. 

If your Jobber can’t supply you write to us. 


TRIPLEWEAR, PATERSON, N. J. 

















SENIOR PSSFERSER BOXED WICK 












SELL VIKING ATTIC FANS 


For Low Cost Summer Cooling 


The VIKING ATTIC FAN brings summer cooling 
within reach of every home owner. It expels the hot in- 
side air and brings in cool night air through the open 
windows. As soon as the sun sets, the fan starts its 
cooling action. The VIKING Attic Package is com- 
plete with everything needed for easy installation. 


VIKING VENTILATING FANS 


For Commercial Use 
VIKING Exhaust Fans solve the problem of comfort 


cooling and ventilation for many commercial estab- 
lishments, such as restaurants, stores, offices, etc. 






Write today for complete details 


VIKING AIR CONDITIONING CORP. 


9508 Richmond Ave. Cleveland, Ohio 
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Six 1” friction 
discs form the 
‘‘multiple disé 
clutch” by which 
the Rixson No. 33 
holds against drafts 
or gravity, but 
yields to light 
pressure of the 
hand 


IMITATED 


Not Bettered.. 


As originators of the Friction Stay the Rixson Company has seen 
competitive devices come and go. The Rixson No. 33 still stands 
firm in competition as the device others are trying to equal. Stock 
and sell it for doors, hinged in-swinging windows and transoms. See 
the Rixson Catalog in Sweet's. 


THE OSCAR C. RIXSON COMPANY 
4446 Carroll Avenue, Chicago, Illino’s 
RIXSON REPRESENTATIVES AT: 

NEW YORK: 2034 Webster Ave.—PHILADELPHIA: 211 Greenwood Ave., 
Wyncote (Pa.)—ATLANTA: 152 Nassau St.—NEW ORLEANS: 2630 Jefferson 
Ave.—SAN FRANCISCO: 116 New Montgomery St.—SEATTLE: 414—I7th 
Ave., No.—LOS ANGELES: 909 Santa Fe Ave. 

LONDON, ONTARIO, CANADA: Richards-Wilcox, Ltd. 
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HARDWARE SPECIALTIES 




















DzM SPEC/AL TENNIS RACKET ASSORTMENT 


ASSORTMENT No. DTD 


Metal Display Stand—No Charge 


Consists of an assortment of eight popular priced Tennis 
Rackets, three containers of Tennis Balls and a metal Display 
Stand. This display is an effective Silent Salesman requiring 
a minimum amount of space. 


Write your jobber for complete information or direct to, 


THE DRAPER-MAYNARD CO. 


400 YORK ST. DEPT. HA CINCINNATI, OHIO 
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FAST. . 
HEATING 


FAST. . 














ELECTRIC BATHROOM 


HEATER 


The Miami electric bathroom heater 
will rapidly remove the chill from the 
bathroom, dressing room or kitchen. 
The motor-driven fan behind the heat- 
ing element quickly distributes the 
heated air to every part of the room. 


The warm air forced into the room by 
the motor-driven fan makes an ex- 
cellent hair-drying device, very much 
appreciated by the ladies. The small 
motor offers no radio interference 
and requires no oiling. 


The Miami Heater is framed in bril- 
liant chrome and has an attractive 
grille with close spacing which pre- 
vents a child from coming into con- 
tact with the electrical or mechani- 
cal parts of the heater. Approved 
by the Fire Underwriter's Labora- 
tories. Heater capacity, 1200 watts 
per hour. Furnished for 110-120 volts, 
60 cycle alternating current. Write 
Department H.A. today for details. 


MIAMI CABINET DIVISION 


THE PHILIP CAREY COMPANY 
Middletown, Ohio 
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SELLING 


MIAMI 














-... is over 


and the Jackson family is in the 
process of relaxing. Frank Jack- 
son, the town’s leading hardware 
dealer, is reading a newspaper by 
the light of a bridge lamp. Mrs. 
Jackson is knitting a sweater while 
Frank, Jr., is reading a detective 
story. The door opens and Mary 
Jackson, a girl of 17, enters the 
room. Walking over to her father 
she hands him a couple of sheets 
of paper. 

MARY: Well, here it is, Dad. 

JACKSON: Gosh, you certain- 
ly finished it in a hurry. Let’s 
look it over. (He reads the pa- 
pers jor a minute or two.) Well, 
Mary, I'll say you done a pretty 
good piece of work and it cer- 
tainly covers the issue. Wait a 
minute and I'll read it to the rest 
of the family. 

MARY: Read it without me, 
Dad. 


She leaves the room. 





MRS. JACKSON: 


mystery all about? 


JACKSON: Yesterday Mary’s 
English teacher suggested that 
each member of the class write a 
book review in verse. Mary 
wanted to review the Life of 
Byron or something like that. I 
suggested that she take something 
shorter and told her to review the 
April 3 issue of HARDWARE AGE. 
And so help me, she’s gone and 
done it! Here it is: 


What’s the 


Hardware Age, 
April 3, 1941 
R viewing books is much too long. 
So Harpware AGE is my theme song. 
The latest issue I'll review, 
And pass my findings on to you. 


The foremost feature in the book 
Is “Show Card Writing.” Take a 
look 


And read the first installment, for 


HARDWARE AGE 
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There’s going to be five chapters 
more. 

This one designs a sample card, 

Gives practice work. It isn’t hard— 

All that you need is work and time. 

Learn how and you'll save many a 
dime. 


Now turn the page—give it a flip. 

What have we here? It’s “Sizzle- 
manship,” 

By Elmer Wheeler. He tells how 

To sell the “sizzle’—not the cow. 

Packed full of sales advice that 
works 

And builds up sales for boss and 
clerks. 


Spring’s in the air. With every dawn 

Our thoughts now turn to home and 
lawn. 

The page is turned and it reveals 

“Sharpening Lawn Mowers... at 
O’Neill’s.” 

Three fifty hand machines and more 

Than sixty power mowers, this store 

Conditions every year. 

It does a job and, never fear, 

It advertises far and wide 

In ’phone directory classified. 


The following feature’s also good— 
About: a firm in Hazlewood. 

New line and layout for this store 
And paint sales then began to soar. 


T. J. Johnston now comes to view 
His editorial’s right good, too: 

He traces business history for 
Thirty or forty years or more, 

And tells the dealer that if he 
Desires long prosperity, 

And never wants to see it end 

To follow business’ gradual trend. 


Some stores go off the beaten track— 

And how the profits wander back! 

Unusual lines—dog foods and no- 
tions, 

Candles and lamps without waste 
motions 

Are sold up in the Nutmeg State 

By E. C. Reynolds. Do not wait 

And read tomorrow. Read it now 

And learn the wherefore, why and 
how. 


The Miller-Tydings Law comes next. 

Suggestions for repeal have vexed 

The retail trade throughout the land. 

But Felix Levy takes a hand, 

And demonstrates with art that’s 
skilled 

That fair trade laws should not be 
killed. 

Strong logic, backed by precedent. 

Is the basis of his argument. 


The manufacturer’s next in turn, 

With display helps that help you 
earn 

A greater profit all along. 

“To Help You Sell More Goods” 


his song. 


And that’s not all that meets your 
gaze, 

For next come HarpwareE AGE dis- 
plays. 

And Open House, last year and this, 

Is something that you shouldn’t miss. 

Editorials, “News of the Trade,” 

“How’s the Hardware Business?” 

Tells the progress made 

In business. Short stories, Saunders 
Norvell, too, 

And last but not the least “What's 
New.” 


Oh, boy—It surely is a “bird”— 
That Harpware Ace for April third. 
—G.M.S. 





“Sizzlemanship”’ 


(Continued from page 38) 


Customer: “Are these knives 
stainless steel?” 

Clerk: I don’t know—lI guess 
so.” 

Customer: (looking at knives) 
“I doubt it; they look like they 
will soon tarnish and grow dull 
with outdoor usage.” 

Clerk: “They look all right to 
me ... anyhow that’s a bargain 
price.” 

Customer (afterawait): “These 
handles are all in blue or green. 
Do you have any red?” 

Clerk: “No. Do you want 
these?” 


APRIL 17, 1941 


Out goes the prospect and 
down goes the curtain on this 
little drama of Senseless Selling. 


Business a Nuisance 


HE operation of a lawful, legit- 

imate business may be forbidden 
by the courts if its tendency is to be 
detrimental to the public morals, 
peace, health, safety and general 
welfare in the neighborhood where 
it is located. Businesses creating ob- 
noxious smells or making loud noise 
at night have been prohibited as 
nuisances in residential neighbor- 
hoods. 











SELL THIS 


NOW- PROVED 


>ELECTRIC= 


HEDGSHEAR 


TO HOME 
OWNERS 






SCHOOLS 





PARKS 


COUNTRY 
CLUBS 
THERE'S ESTATES 
QUICK PROFIT : 
Cemeteries 


waiting for you in 
every hedge... in 
every terrace...in 
every garden in your neighborhood. For 
no one likes to trim hedges, terrace grass 
or borders the hard way. That’s why you 
can sell them this high-speed ELEC- 
TRIC HEDGSHEAR—the shear that 
has been nationally advertised for 7 
years... that has been proved in thou- 
sands of gardens all over America... 
and that is made and guaranteed by 
one of America’s leading portable elec- 
tric tool manufacturers. 
Electric Hedgshear Does 
a Finer Job, Faster 
Electric Hedgshear is easy to sell be- 
cause it does a finer job,‘ faster and 
easier... because it is so light and easy 
to handle that a woman can use it... 
and because it has patented, exclusive 
features that no competitive shear offers. 
Electric Hedgshear is the only power 
shear that cuts on both the forward and 
return stroke. Its exclusive cutting 
action eliminates all vibration. 
Low Cost — High Conversion 
of Inquiries to Sales 
Electric Hedgshear is a specialty that 
you can safely back with your reputa- 
tion. Not only has its mechanical relia- 
bility been proved by years of use, but 
its sales appeal has been proved also. 
An unusually high percentage of in- 
quiries to national advertising have been 
converted into sales. The reason is that 
Electric Hedgshear does what is claimed 
for it. . . and the retail price is attrac- 
tively low—only $29.50. 
Write for Full Dealer Facts Today 
The big selling season for hedgshears 
lies just ahead. So mail the coupon today 
for our attractive dealer proposition on 


ELECTRIC HEDGSHEAR. 
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BETTER MAIL THIS NOW! 


SYRACUSE TOOLECTRIC MFG. CORP. 
1714 N. Salina St. 

Syracuse, N. Y. 

Without cost or obligation on my part, 
please rush me your dealer proposition on 
ELECTRIC HEDGSHEAR. 




















of BRUSH-NU COMPANY ,. 


BALTIMORE MARYLAND 











A Complete 


Line— 


Ask 
Your Jobber 
75 Years’ Reputation in the Trade 
AMERICAN SHEARER MFG. CO. 


NASHUA, N. H. 





PRIEST'S CLIPPERS 





10c 
Card 





WOOD JOINERS 


THEY PULL—CLINCH—HOLD 


The eutstanding fastener for vw repairing 
soreens, garden furniture, frames, 


Ask Your reo diag 
SUPERIOR FASTENER CORPORATION 


5224 N. Clark St. Chicago, ill. 





Boxes 
or Bulk 








KEY BLANKS 


OF EVERY DESCRIPTION 


3 


Catalogue on Request 


GRAHAM MFG. CO. 


Derby, a. MU. S. A. 
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PAGE 116 
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Alabama, Retail Hardware Associa- 
tion of, May 14-16, 1941, at Montgom- 
ery. Headquarters, Gay Teague Hotel. 
Exhibit at Auditorium. Secretary, J. H. 
Crowe, 41 N. 21st St., Birmingham. 


American Hardware Manufactur- 
ers’ Assn. meeting jointly with the 
Southern Hardware Jobbers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. Charles F. 
Rockwell, 342 Madison Ave., New York 
City, is secretary of the manufacturers’ 
association, and T. W. McAllister, 1020 
Grant Bldg., Atlanta, Ga., is secretary of 
the jobbers’ association. 


American Hardware Mfrs. Asso- 
ciation, 83rd semi-annual convention, 
Oct. 13-16, 1941, at the Marlborough- 
Blenheim Hotel, Atlantic City, N. J., 
in conjunction with the 47th annual 
convention of the National Wholesale 
Hardware Association. Charles F. 
Rockwell, 342 Madison Ave., New 
York City, is secretary of the manufac- 
turers’ association, and George A. Fern- 
ley, 505 Arch St., Philadelphia, Pa., 
is secretary of the wholesalers’ associa- 
tion, 


Carolinas, Hardware Association of 
the, June 10-12, 1941, at Asheville, 
N. C. Hotel headquarters and sessions 
at the George Vanderbilt Hotel. Sec- 
retary, C. B. Gladden, 407-11 Com- 
mercial Bank Bldg., Charlotte, N. C. 


Central States Hdwe. Club, Chi- 
cago, Ill., fourth annual golf party, Fri- 
day. July 18, 1941, at the Tam O’Shan- 
ter Country Club, Chicago. Committee: 
Frank J. Koch, chairman: George H. 
Beaudin, A. J. Eggleston, Ben Leve, 
3630 S. Iron St., Chicago, secretary. 


Eastern Hardware Golf Associa- 
tion, annual tournament, May 22-24, 
1941, at the Buckwood Inn, Shawnee- 
on-the-Delaware, Pa. H. L. Gillian, 9 
Rockefeller Plaza, New York City. is 


secretary. 


Home Modernization Show - 
“Modernizing the Home Exposition,” 
April 22-27, 1941, at the Grand Central 
Palace, New York City. 


Housewares Show, July 13-18. 
1941, at the Atlantic City, N. J.. Audi- 


torium. Sponsored bv the New York 


Coming Conventions 
and Events 


Corrected each issue 
according to latest data 


Housewares Mfrs. Association. Secre- 
tary, Mrs. Flo English, Hotel Pennsy]l- 
vania, New York City. 


Model Industry Trade Show and 
Convention, June 30-July 5, 1941, at 
the Morrison Hotel, Chicago, IIl. 


National Retail Hardware Asso- 
ciation, 42nd annual congress, July 
14-17, 1941, at the Roosevelt Hotel, New 
Orleans, La. Rivers Peterson, 333 N. 
Pennsylvania St., Indianapolis, Ind., i 
managing director. 


National Wholesale Hardware 
Association, 47th annual convention, 
Oct. 13-16, 1941, at the Marlborough. 
Blenheim Hotel, Atlantic City, N. au 
in conjunction with the 83rd semi-an- 
nual convention of the American Hard- 
ware Manufacturers Association. George 
A. Fernely, 505 Arch St., Philadelphia, 
Pa., is secretary of the wholesalers’ as- 
sociation, and Charles F. Rockwell, 342 
Madison Ave., New York City, is sec- 
retary of the manufacturers’ association. 


Southern Hardware Jobbers 
Assn., meeting jointly with the Ameri- 
can Hardware Manufacturers’ Associa- 
tion, April 21-24, 1941, at the Peabody 
Hotel, Memphis, Tenn. T. W. McAllis- 
ter, 1020 Grant Bldg., Atlanta, Ga., is 
secretary of the jobbers’ association, and 
Charles F. Rockwell, 342 Madison Ave., 
New York City, is secretary of the 
manufacturers’ association. 


Texas Wholesale Hardware Associa- 
tion and Texas Hardware Boosters Club, 
June 18-21, 1941, at Galveston, Tex. 
The Boosters will also hold their third 
annual golf tournament on the Galves- 
ton Municipal Golf Course, in con- 
junction with the meeting. 


Triple Mill Supply Convention, 
May 5-7, 1941, at the Palmer House, 
Chicago, Tll., comprising the Southern 
Supply & Machinery Distributors’ Assn., 
secretary, Alvin M. Smith, Smith- 
Courtney Co., Richmond, Va.; National 
Supply & Machinery Distributors’ Assn.. 
secretary, H. R. Rhinehart, 505 Arch 
St., Philadelphia, Pa., and the American 
Supply & Machinery Manufacturers’ 
Acsn., secretary, R. Kennedy Hanson, 
1108 Clark Bldg., Pittsburgh, Pa. The 
convention may possibly be carried over 
an extra day. 
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N ASK YOUR SUPPLIER ABOUT 
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DESIGNED FOR TOP SALABILITY OAKVILLE, CONNECTICUT WRITE FOR CATALOG INSERTS 


Welsch 


KEROSENE MANTLES 


TO FIT ALL ALADDIN LAMPS 














Designed to Please 
Your Customers 
C & L gives everything wanted in a 
Blow Torch. It's because customer- 
study has produced the torch that fits 
their needs. And extensive research 


has resulted in patented advantages, 
improving performance. 














Thus, C & L is the Torch customers RETAIL PRICE 30¢ 
appreciate and know best. Be pre- 
pared to supply their demand .. . DEALERS COST $2.40 PER DOZEN 
Carry C & L! (IN 3 DOZEN LOTS) 


Your Jobber Has or Can Get Them for You 


CLAYTON & LAMBERT LINDSAY LIGHT & CHEMICAL COMPANY 


MFG. CO., Detroit, Mich. West Chicago, Illinois 


2 10W COST ELECTRIC PLANTS 































AND 
. a 
Continental TINY TIM / SAMUS pep 
* es ENGIN, ' 
upplies electricity for only Ic pr. hr. : 
| is battery charger and lighting outfit gives dependable USH g 
electric service at amazingly low cost. Easy to carry with UT j 
built-in handle. Easy to pinta push-button starting) START yioN 
| easy to own. It supplies controlled voltage, has a AUTOM 
matic s ° a th e to contr of / IM 
circular telling about the new Tiny Tim | ee | 
| HUNDREDS OF | 
| Continental Motors Corp. | SATISFIED CUSTOMERS PROVE | 
MUSKEGON, MICHIGAN | CONTINENTAL SUPERIORITY | 


4) 
Color tells size. No glass—no metal to touch. 
5-unit carton. Display box FREE with every 50 
fuses. 


Ask your Jobber for MATT CoE ta limee) 


MILWAUKEE WISCONSIN 


|. Gonitigad MOTEL 







Tiny Tim generator is driven by the | 
Continental Red Seal Engine, famous for 
smooth, dependable, economical power. | 
However, Red Seal Power is only one of | 
many outstending features. Learn alf 
about this amazing Tiny Tim. Write today! 















































er HANDy 
° Ss 
for the TRA tiseptically treated teenie the gaff. pa is Streamliner reall 
1. Bathrooms are an terilized and wrapP' All Service than lileo Sanders sold). *tands 
out > Cote shones are Sanitized. pote can operate.” Meera make, y Ee renta) 
: 3. Telep itized-laun . elim; Fe atented Hi}e, v-*™Mateur 
cellophane. 4 towels are Saai ially iminates , ileo Vise 
4 eas nd spect e al fussy ~ e drum 
bed ite blankets are Sanitized @ changing sandpaper adjustments in 
5. Ex r Stration > : ‘ree de 
ur use. d our doo “ton. lasy mm. mon- 
wrapped for yo ne that formerly pai lute quiet. Libera] trade-in Payment terms. 





allowance, 


The HILGER ¢ 
703-23 ave, OMPANy 








The elevated li 





BROADWAY AT 





St. Cloud, Minn. 








RATES FROM $2 SINGLE + $3 FOR Two | 











Good Window Displays «« «© «© «© «© «© «© «© @© @© «© @€© @€© @ @ @ 


Do you realize that no one factor will draw people to your store And many dealers who require their own copy of Hardware Age 
like attractive window displays of seasonable merchandise? find it highly profitable to subscribe to extra copies for their sales 
force. 
Hardware Age is continually reproducing such window displays— The cost, $1.00 per year, is returned over and over in better 
its representatives are always on the lookout for new ideas. windows and increased trade. 
- HARDWARE AGE, 100 East 42nd Street, New York City 
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Chansihied Opportunitien Section... 























Use this section to reach Hardware Manufacturers, Manufacturers’ 
Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 





| Clarified Adwentining Ratea | 








Help Wanted, Accounts Wanted DISCOUNTS FOR CONSECUTIVE INSERTIONS 
; wie 4 insertions, 5% off; 8 insertions, 10% off. 
Business Opportunities Due to the special rate, these discounts do 
Sales Representatives Wanted on ey es © — Wanted Advertise- 
Set solid, maximum, 50 words....... $4.00 sai 
All capitals, maximum, 50 words.... 5.00 
Each additional word......... .08 REMITTANCE MUST ACCOMPANY ORDER 
‘ Positions Wanted Send check or money order, 
(Special Rate) set solid, maximum, 
PED dccknendes eneescosaceans $1.00 SOS CUESE OF GERUNDS. 
Each additional word............... .05 Sampies of Merchandise, Literature, 
Allow Seven Words for Keyed Address or Your Address Catalogs, etc., will not be forwarded to 
BOXED DISPLAY RATES box number advertisers unless accom- 
Ge Ka chabn ted sesdeskescecces $6.00 panied by sufficient postage for remail- 
Each additional inch.......... 4.00 ing 











HARDWARE AGE is published 
every other Thursday. Classified 
forms close 15 days previous to 
date of publication. 


Address your correspondence and replies to 


HARDWARE AGE 


Classified Opportunities Dept. 
100 East 42nd St.. New York City 














L 











Positions Wanted 4 Positiows Wanted —_ || [Sales Representatives Wanted | 


















Interested in association with either distributor or manufacturer, age 47 years. Active 
and not afraid of hard work or long hours. A good organizer. Capable and willing 
to assume and carry responsibilities. 20 years’ experience covering finance, credits, 
office management, buying, sales promotion, advertising and sales management. Have 
had years of specialized and creative sales work. Can cultivate friendships with 
the ability to sell merchandise and ideas against stiff competition and to train and 
direct salesmen to do the same thing. Best of reasons for desiring to make new 
connection. Services available immediately. References gladly exchanged. All in- 
formation treated in strict confidence. Address Box E-327, care of HARDWARE 
AGE, 100 East 42nd St., New York City. 


HARDWARE EXECUTIVE AVAILABLE 
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HARDWARE PERSONNEL, OUR FILES YOUNG MAN, 
CONTAIN applications of several hundred experi- | 9 years 


and stenographers for New York hardware re- 
Just phone Wisconsin 7-1802 or write to Asso- | of references. 


New York City 42nd St., 


AVAILABLE—MANAGER IN SALES PRO. 
MOTION, sales, advertising. Record of success | 
in the hardware field during six years. Wide 
experience in printing, publishing, publicity, ser- 


vertising Now sales and advertising manager 


in Middle West. Prefer East and larger firm 
Address Box E-358, care of Harpware AGe, 


CAPABLE HARDWARE MAN AVAILABLE 
Thoroughly qualified and progressive retail hard- | YEARS’ EXPERIENCE and excellent record of 


Productive sales engineer and merchandise man- 


E-359, 


28 Y EARS OF AGE, with 
? experience in hardware, housefurnishings 
and brush lines, desires sales position with a 
large wholesale house, to cover New York City, 
Westchester. Drives own car. Best 

Would appreciate interview. Ad- 
53, care of Harpware Ace, 100 E. 


clerks, managers, counter men, bookkeepers 
and wholesalers. No charge to employers. Bronx, and 


Placement Bureau, 152 West 42nd Street, | dress Box N 





creat: ; EXPERIENCED HARDWARE AND TOOL 
ESMAN, AMERICAN, CHRISTIAN, | SALESMAN retail and wholesale, 25 years in 
SELLING hardware trade in New England | the hardware business, buying and selling of 


and New York State, wishes to make change. | tools, also mill supplies, sheJf hardware, steel 
Expenses $40. a week. Salary $35. Address | goods, paints and housefurnishings, wishes to 











Box E-357, care of Harpware Ace, 100 E. 42nd | connect with a reliable house. Steady and reliable. 
Se. B. ¥. City Address Box E-345, care of Harpware AGr, 
Poe Se oe ae : _ 100 E. 42nd St., N. Y. City. 

MARRIED MAN, 45 YEARS OF AGE, over TRAFFIC OR “EXPORT MAN, 33 YEARS, 


20 years of experience as clerk, merchant and call- | aggressive pleasant personality, heavy diversified 
ing on trade in Chicago and suburbs, wishes to | experience of large volume; thorough knowledge 
contact manufacturer or jobber to cover this terri- | of domestic and foreign shipping, rail, and ocean 


Have car and can furnish finest references. lading, trucking, warehousing, export orders, 


Addess Charles N. Udell, 5104 Oakton St., Skokie, | sales follow-up. Proficient services resulting in 
I. P 


hone Skokie 3040 harmonious good will. Salary secondary to op- 
portunity. Address Box E-346, care of Harpware 
yi : ————— | Ace, 100 E. 42nd St., N. Y. City. 

GO-GETTER ABOVE DR AFT AGE “WISHES 
job selling hardware items such as tools, pad- 
locks, nite latches or what have you, to jobbers 
and large retailers. Single man and can travel 
from coast to coast if necessary. Willing to do 
missionary work in cooperation with jobbers. 
Commission and drawing account. Address Box 
E-348, care of Harpware Ace, 100 E. 42nd St., 
N. Y. City. 


SALES EXECUTIVE—MAN WITH 14 





Can put new ideas in your sales and ad 


42nd St., N. Y. City. 








store manager, also an efficient business | achievement as sales manager, merchandiser and 


executive in every detail. Experienced in all | salesman, desires to become associated with a 
branches of general hardware activity including | substantial manufacturer in a sales capacity. Can 


kindred line both retail and wholesale. | assimilate and execute your present selling metl- 
ods or can formulate new workable plans. Age 


Aggressive, resourceful and reliable. Mar- married, father of two children, at present 


best references. Now located in central | employed as sales manager of large concern but 
Willing to go anywhere. Address Box | is ambitious to better his position. Address Box 
care of Harpware Ace, 100 E. 42nd St., | E-350, caresof Harpware Ace, 100 E. 42nd St., 
City N. Y. City. 











MANUFACTURER’S REPRESENTATIVE 
DESIRED TO SELL nationally-known line of 
builders’ hardware on commission basis. Must be 
well established with the trade. State lines handled 
and territory covered. Address Box E-351, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 





POSITION AVAILABLE FOR JUNIOR 
SALESMEN on fixed salary and car allowance. 
Selling retail hardware dealers well-known manu- 
facturer’s lines. Territory open Eastern U.S.A., 
also West Coast. Give full details, age, expe- 
rience, etc. Address Box E-344, care of Harp- 
warE Ace, 100 E. 42nd St., N. Y. City. 





OLD RELIABLE CORPORATION OFFERS 
WONDERFUL opportunity to sideline or full 
time salesmen. Selling Furniture, hardware, de- 
partment stores. Fast patented sellers. Small 
light sample case. Positively world’s finest. Call 
on only best concerns, Best selling season now. 
Address—Dustmaster Corporation, 524 Produce 
Exchange Building, Minneapolis, Minnesota. 





SALESMEN TO SELL SEED CUTTERS 
at unusually attractive prices direct to hardware, 
chain stores, wholesale groceries, etc., in Louisiana, 
Mississippi, Arkansas, Atlantic Seaboard States, 
etc. Prefer salesmen covering one state; must 
furnjsh reference and proof of ability. Address 
Box E-360, care of Harpware Ace 100 E.. 42nd 
RR. ™ Se ER 





SALES TERRITORY OPEN — COMMIS.- 
SION BASIS—manufacturer of gas ranges, coal 
ranges, circulating heaters for gas, coal and wood, 
warm air furnaces, and gas floor furnaces, is open 
for representation in Maine, New Hampshire, 
Vermont, Rhode Island, Maryland, Virginia, 
North Carolina, South Carolina, Georgia, Missis- 
sippi, Alabama, Kentucky, Tennessee, Indiana, 
Illinois, Missouri, Iowa, Wisconsin, Minnesota, 
North Dakota, South Dakota, Nebraska. Address 
Box E-355, care of Harpware Ace, 100 E. 42nd 
St., N. Y. City. 











[ Accounts Wanted =| 


LINES WANTED—-SALES ORGANIZATION 
WITH large following in the Metropolitan New 
York area, selling to department and chain stores, 
hardware and housefurnishing jobbers, also re- 
tailers. Will either carry accounts or sell direct. 
Address Box E-356, care of Harpware Ace, 
100 E. 42nd St., N. Y. City. 


MANUFACTURERS’ REPRESENTATIVE, 
WELL ESTABLISHED, NEEDS additional 
major line to sell to hardware and paint jobbers 
in Missouri and surrounding territory. Prefer 
tool or builders’ hardware line. Well acquainted 
with all trade and can give best references and 
guarantee results. Address Box E-352, care of 
Harpware Ace, 100 E. 42nd St., N. Y. City. 
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|.  fecounts Wanted 


|_“Receunis Wanda] 


| Bainess Opportunities | 








FACTORY MAN 36 YEARS OF AGE AND 


MARRIED DESIRES NATIONALLY-KNOWN 
LINE FOR DISTRIBUTION THRU WHOLE- 
SALE CHANNELS IN ANY OR ALL STATES 
WEST OF MISSISSIPPI. HAVE HAD SEV- 
ENTEEN HIGHLY SUCCESSFUL YEARS 
OF EXPERIENCE IN TERRITORIAL SALES 
MANAGEMENT IN INDUSTRIAL AND 
HARDWARE FIELD INCLUDING TRAIN. 
ING OF MEN WITH NONE EXCEPT MAJOR 
MANUFACTURERS. LONG ESTABLISHED 
HEADQUARTERS IN HOUSTON AND PORT- 
LAND. EXCELLENT FOLLOWING WITH 
ALL HARDWARE AND INDUSTRIAL AC.- 
COUNTS. WILL CONSIDER LARGE VOL.- 
UME LINE ONLY AND $100 WEEKLY 
GUARANTEE AGAINST YEARLY COMMIS. 
SION ACCOUNT TO MAINTAIN LEVEL 
OF HOME AND TRAVELING EXPENSES 
IF HIGHLY INTENSIVE PROMOTIONAL 
SALES WORK NECESSARY DURING FIRST 
YEAR. FINEST OF REFERENCES. AD- 
DRESS BOX E-349, CARE OF HARDWARE 
AGE, 100 E. 42nd ST., N. Y. CITY. 





FURNISHING MAN calling on the leading 
stores in Long Island. Have room for other 
lines on commission. What have you? Address 
Box E-347, care of Harpware Ace, 100 E. 42nd 
St.. N. Y¥. City. 








FOR SALE. GOING HARDWARE BUSI. 
NESS operated successfully for ten years on cash 
basis. Will inventory about $25,000. Owner's 
health reason for selling. Write—J. L. Gamble, 
1732 N.W. 36th Street, Miami, Florida. 








| Business Opportunitiea | 


FLOOR SANDERS—USED AND FAC. 
TORY REBUILT. One year factory guarantee. 
Popular makes prices at $50 to $99. Free dem- 
onstration and monthly payment terms. Address— 
The Hilger Company, 3303 Cooper Avenue, St. 
Cloud, Minnesota. 


WELL ESTABLISHED GENERAL HARD. 
WARE STORE for past 29 years in a town 
over 5,000 and outside drawing 13,000 with va- 
rious manufacturers, and in a wonderful farming 
country. Good clean stock. General hardware, 
housefurnishings, paints, stoves, etc. Reason for 
selling—poor health. Located in Central Penn- 
sylvania. Address Box E-325, care of Harpware 














Ace, 100 E. 42nd St., N. Y. City. 


FOR SALE—-LONG ESTABLISHED BUSI- 
NESS (80 years), retail hardware business in 
a county seat town in Western Pennsylvania, a 
business that has always made a profit. For sale 
due to death of principal owner. If interested, 
write—Address Box E-354, care of Harpware 
Ace, 100 E. 42nd St., N. Y. City 


RETAIL HARDWARE, PAINT, AND 
ELECTRICAL APPLIANCE sstore located in 
Florida town of 8,000 in heart of Indian River 
citrus area. Surrounding territory 20,000 acres 
citrus land and 60,000 acres cattle range. Deep 
water harbor, ocean shipping connections with 
East. Business established 1887. Owner wishes 
to retire. Address Box E-333, care of Harpwarr 
Ace, 100 E. 42nd Si., N. Y. City. 














He ADVERTISED IN THE RIGHT MEDIUM 








This man wanted to represent a good hardware 
manufacturer—he told his story in the Classified 
Opportunities Section of Hardware Age— 


A nationally known company replied to his adver- 
tisement and he secured a desirable position through 
advertising in the right medium. 


HARDWARE AGE is noted for quick results — 
try it—send your ad to— 


HARDWARE AGE 


Classified Opportunities Dept. 
100 E. 42nd Street 


New York, N. Y. 
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IF IT 1S, then for Pete's sake get a big 
FREE sample can of the most amazing adhesive ever developed for 
wood gluing. It is genuine hide glue—in liquid form! No 
heating—no mixing. Ready for instant use. And joints? 
Tests invariably show 100% wood failure! 
You've heard a lot about Franklin Glue! 
our expense. Write today. 


THE FRANKLIN GLUE CO. 


Now try it—ot 


Dept. D Columbus, Ohio 















GRAPHITE SAFEGUARDS 
DEFENSE PRODUCTION 


Now, when maintenance is rushed, or even 
neglected, is the ideal time to sell more 


Dixon's Ticonderoga Flake Lubricating 
Graphite. For graphite is the enduring lubri- 
cant that ‘“‘stays put’’ and maintains its 


lubricity long after other lubricants burn, 
squeeze, or wash out. As a_ co-lubricant 
with oils or greases, graphite impregnates 
and coats wearing surfaces with a_ lubri- 
cating film that often saves costly damage 
when bearings are allowed to run without 
frequent lubricant replacement. And for 
gaskets, coatings and packings, graphite has 
no equal in either effectiveness or length of 
service between renewals. Write for Booklet 
C-40. 





Be Sure Your 
Customers Are 
Supplied With 


Particle Size No. i— 
large lubricous flakes. 
Particle Size No. 2— 
smaller flake size 
Dixon's No. 635—ex- 
tremely uniform, finely 
divided _ . ; 
Dixon's ierofyne—mi.- ss; 
eroseopically subdivided a } JOSEPH DIXON CRUCIBLE ‘aor 
. New Jersey 


Jersey City 





CROSSCUT 


TKINS 
slg 


EC. ATKINS AND COMPANY, 410 S. IMlinois St., Indianapolis, Ind. 


CIRCULAR 
BANDS 
AND 
HAND 
SAWS 

OF EVERY 
TYPE 

















United REMCO Numbers 


Single Block 
Unied REMCO Naverdo 3* 


These modern numbers for 
identifying different window 
and porch screens are fur- 
nished in Solid Brass or Cop- 
per Plated. One number is 
driven on screen — duplicate 
on frame. They come in 
strips of (5) numbers joined 
by a thin film, easily broken 
apart with a pair of pliers. 


























Raised Nos. of 1 to + 


5 or 26 to 50 on a block. 
Easily Driven Into Wood With A Hammer 
LIST PRICE 
Deuble Blocks, Golld Brass «oo. 2c ccccccccccesscce -20c block 
ey Se, ED ss cs casaee besceneses -10¢ block 
Double Blocks, Copper Plated ................4.. -10c block 
Single Blocks, Copper Plated ............ece00- -05c block 


Doubles packed 1 doz. to carton Singles packed 2 doz. to carton 


Ask Your Jobber 


ROBERT E. MILLER & CO., Inc., 35 Pearl St.. New York, N. Y. 















118 


‘Ondex “Jo fdwertirerr 





The Dasn (—) Indicates that the Advertisement Does Net Appear te This issue 


A 


| Acme Shear Co. 


Acme Steel Company 


Aladdin ——— pera 


Allen Mfg. Co., 
Alliance Mfg. og 


Aluminum Goods Mfg. *yagES 


American Cabinet Hardware 
Corp. 
American Chain & ‘Cable 

Inc. 
American Chain Div. 


Co., 


28 
28 


American Chemical Paint ‘ a 


American Fork & Hoe Co., The 11-12 


American Mfg. Co. 
American Pad & Tetile Co. 
American Shearer Mfg. Co. 


American Steel & Wire Co. .. 


American Thermometer Co. . 
American Thermos Bottle Co., 
American Turpentine Farmers 
soc., Cooperative ; 
Ames Baldwin Wyoming Co. 


Animal Trap Co. of America 


Arbogast, Fred 

Arcade Mfg. Co. 
Archer-Daniels Midland Co. 
Armstrong-Bray & Co. .... 
Armstrong Bros. Tool Co. 
Arvey Corp. , 

Atkins & Co., E. C. ... 
Atlas Asbestos Co. ........... 
Auburn Central Mfg. Co. 
Automatic Products Co. 
Autoyre Co. 


B 
Baker McMillen Co. . 
Ballonoff Metal Products Co. 
Barr Rubber Prods., Inc. 
Barrett Co., Th ; 
Bassick Co., The 
Behr-Manning Corp. 
Berea Abrasives 
Bethlehem Steel Co. . 
Bissell Carpet Sweeper Co. 
Blaisdell Pencil Co. . 
Bommer Spring Hinge Co. 
Bond Electric Corp. 


Boston Woven Hose & Rubber Co. 8- 
A. S. (Plastic Wood) 
(Three-in-One 


Boyle Co., 
Boyle Co., A © 

Oil Div. ) AS 
Briggs & Stratton Corp. 
Brooks & Sons, M. S. .. 
Brown Corp., W. R. . 
Brown & Sharpe Mfg. “Ce. 
Brown Fence & ee Co., 
Brush-Nu Co. ; 
Bug-A-Boo : 
Builders’ Hdwe. Textbook | 
Burton Mat Co. 


c 


Calbar Paint & Varnish Co. .. 


California Soray-Chemical Co. 
Capewell Mfg. Co. : 
Carborundum Co., The ..... 
Carey Co., The Philip ‘ 
Carnegie-Iilinois Steel Corp. 


Carrollton Metal Products Co. . 


Cater Prods. Co. 
Champion Hardware Co., The 
Chatillon & Sons, John . 


Cheney Hammer Corp., Henry 


Chicago Roller Skate Co. 
Chicago Spring Hinge Co. 
Chicago Wheel & Mfg. Co. 
Clark Mfg. Co., J. L. " 
Clarke Sanding ‘Machine Co. 


Clayton & Lambert Mfg. Co. 


Clemson Bros., Inc. 
Cleveland Chain & Mfg. Co., 
Cleveland Wire Spring Co., 
Clopay Corp. 

Coburn Trolley Track Co. 


Coleman Lamp & Stove Co. ee 


Collins Co., The 

Colson Corp., 
Columbia Steel Co. .. 
Columbian Rope Co. 
Columbian Vise & Mfg. Co. 
Connecticut Valley Mfg. Co. 
Continental Motors Corp. ... 
Continental Screen Co. ..... 
Continental Steel Corp. 
Cook Co., H. C., The .. 
Cooper Mfg. Co. . 
Crescent Tool Co. . 

Cross & Co., W. W. 

Curran Corp. 

Cyclone Fence Co. 


Daisy Mfg. Co. 
Daniel Co., Edw. W. 


Dazey Churn & Mfg. en 


Dean Rubber Mfg. Co. 
Deepfreeze 
Deming Co., The 


H. L. 
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| Deniston Co., The seeker we 
DeWitt Operated Hotels cae 
Diamond Calk Horseshoe Co. .... — 
Dickson —s Nail Co... 83 
tL \ & Serre — 
Disston & rad Inc., Henry ae 5 
| Dixon Crucible Co., Joseph as oe 
| Domes of Silence, Inc. i a 
Draper-Maynard Co. .. 107, HN 
du Pont de Nemours & Co., Inc., 


i ee ee a 
Duro Meta! Prods. Co. 


Eagle Mfg. Co. . 
Eagle Rule Mfg. Co. 
Edison General Electric Appl. Co. 
Edlund Co. peas 


Edmont 


8, SS Pee 
Electro-Line Fence Co. .......... 


Embury 


Empire Level Mfg. Co. ........... 
Empire Plow Co. ..... 


Estate S 
Everedy 
Evinrude 


Fairbanks Co., The 
Fairbanks, 


Mfg. Co. 


Mfg. Co. 


tove Co. ... VSS 
Co., The ... inka 
Motors 


Bee eet 


F 


11 


Morse & Co. 


Farrel-Cheek Steel Co. a 


Fate-Root-Heath Co. 


Federal 


Fiske Iron Works, J. ager 


Fletcher, 


Fleur-O-Lier Mfrs. 


Flexible 


alae 10! 
Tool Corp. 


Terry Co. 


Steel Lacing RE 


Flint & Walling Mfg. Co., Inc.... 9! 


Florence 


Stove Co. 





Foley Mfg. Co. 
Frankelite Co. 
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Franklin Glue Co. . 8 
Frantz Mfg. Co. - 
French & Hecht, Inc. _ 
Frick-Gallagher Mfg. Co. — 
Frigidaire Div. - 
G 
General Electric Co. _ 
Clocks _ 
Full Line ania 
Heating Devices cece ae 
Lamp Div. —. 
Wiring Devices 84 
Gibson Electric Refrigerator Corp. _ 
Gibson Good Tools, Inc..... _ 
Gilbert & Bennett Mfg. Ce....... = 
Gillette Safety Razor Co......... — 
Glass Coffee Brewer Corp........ 97 
Goodyear Tire & Rubber Co., Inc. — 
Graham Mfg. Co. lea se 
Grand Specialties Co. Saige 
Greenfield Tap & Die Corp....... 103 
Greenlee Tool Co..............+++ a 
Griffin Mfg. Co. : ae 73 
H 
Hamlin Metal Prods. Co......... — 
Hanson Scale Co. arcn a 
Harris Hardware & Mfg. “Ce. 
Sie twanks ken ankaanioawce 9 
Hawkins Co., The.. _ 
Hazard Insulated Wire Works... 10 
Heller & Co., W. C.........ccce0- — 
Heller Brothers Company........ 6! 
Henkel-Clauss Co. ...........+5+. 78 
Hilaer Co., The se canknae 15 
Hoffman Co., H. rae = 
Holt Sales Co. leg easecaasdus _ 
Hoppe, Inc., Frank A.... soe ae 
Hotel Bellevue-Stratford ... aa 
Hotel Empire si aeduearaine ane 
Hotstream Heater Oi dhaecctes 107 
Hoyt & Worthen ne wee. _ 
Huenefeld Co. - 
Hustler Corp. : a 
1 
Ideal Cabinet Corp. mean ae 
Imperial Bit & Snap Co.. Rae -- 
Imperial Molded Prods. Corp. - 
Independent Lock Co. ..........- 22 
Indestro Mfg. Co. oo 
Ingersoll Steel & Disc Div. Borg- 
Warner Corp. at a 
International Harvester Co., “Inc. = 
International Nickel Co., inc..... — 
Irwin Auger Bit Co., The _ 
J 
Jackson Mfg. Co. peadns.- ae 
Jacobsen Mfg. Co. eS 
Jennings Mfg. Co., The Russell.. — 
K 
a a Se 75 
Kees Mfg. Co., F. D... tabekate ae 
Kester Solder Co. és ns, 
Keuffel & Esser Co. 5 
Keystone Steel & Wire Co.... _ 
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Klein & Sons, Mathias .... 
Koch Sons, Inc., aia 
Koons, Warren "M. 


Lamson & Sessions Co. 
Landers, Frary & Clark 
Lauson Co., The........ 

Le Page's, inc. . 
Libbey-Owens-Ford Glass Co. 
Lincoln Engineering Co. 


66 | Reynolds Wire Co. 


— Schlueter Floor Machinery 


ne ‘Light & Chemical Co. 


Listo Pencil Co... / 
Lockwood Hdwe. Mfg. Co. 
Lowe Bros. Co., The 

Lucas & Co., Inc., John 
Lufkin Rule Co., The......... 
Luther Grinder & Tool Co.. 


McCormick Sales Co., Inc. 
McGill Metal Prods. Co. 
McGuire Co., George W.. 
McKinney Mfg. Ce.... 
Macklanburg-Duncan Co. 
Magor Car Corp. 

Marble Arms & Mfg. Ce... 
Master Lock Co. 
Master Rule Mfg. Co., Inc. 
Masters Planter Co. 
Mayes Bros. Tool __ Co. 
Mane Co.. W. M........... 
Mechling Bros. ............. 
Metal Industries, Inc. ....... 
Metal Textile Corp.. ; 
Miami Cabinet Div..... 
Midland Co., Inc. .... 
Milcor Steel Co.. 

Miller, Inc., Robert E. 
Millers Falls Co. ° 
Milwaukee Lace Paper Co. 
Milwaukee Stamping Co. 
Moore Push-Pin Co. 


Morse Twist Drill & Machine Co. 


Myers & Bro. Co., The F 


Nash-Kelvinator Corp. 
Div. 

National Brass Co. 

National Carbon Co. 

National Cash Register Co. 


1181s 
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Ss 


ee 


National Enameling & Stamping 


- eee 


National Glove Co. 

National Mfg. . 

National Pressure Cooker Co. 
National Screen Co. 

New Haven Clock Co. 

Ney Mfg. Co., The 
Nicholson File Co........ 
Norcross & Sons, C. S. . 
Norge Div. . 
Norlund Co., Inc., O. A. 
North Bros. Mfg. Co. 
North American Press, The.. 
Norton Door Closer Co. 


Okonite Co., The 
Ontario Knife Co. 
Oxford Tool Co. 


Page Seed Co. 


Paine Company, The ... ae 


Pal Blade Co. . 
Panellit Displays, Inc. 


Div 
Patent Novelty Ge. . , 
Peck, Stow & Wilcox Co. 
Pecora Paint Co. . 
Pelouze Mfg. Co. 
Perfection Stove Co. 
Peters Cartridge Div. 
Petersen Mfg. Co. 
Pioneer Rubber Co. 
Pittsburgh Plate Glass Co. 
Pittsburgh Steel Co. 
Plymouth Cordage Co. 
Premax Products 
Prime Mfg. Co. 
Progressive Mfg. Co. 
Puritan Cordage Mills 


9 
Quinn Wire & Iron Works 


CEDUEERE) eet 


Ss 


(lronorse 


RISSISIIIIit 


| 


R 
Railway Express Agency (Air Ex- 


press Div.) 
Raybestos-Manhattan, Inc. 
trial Sales Div.) ‘ 
Raybestos-Manhattan, Inc. 

(Raybestos Div.) ..... 
ee re 
Remington Arms Co., Inc..... 
Republic Brass Co...... 
Republic Steel Corp... 
Richards-Wilcox Mfg. Co. 


1941 
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Rixscn Co., Oscar C.... 
Rochester Sash Balance Ca., 
Rogers Isinglass & Glue Co. 


Rose Mfg. Co., Frank......... 
Ruby Chemical Co.. 
Russell, Burdsall & Ward Bolt & 


Nut Co. ...... 


The Dash (—) tndieates that the Advertisement Does Net Appear in This Issue 


Inc. 


Ryerson & Son, Inc., Jos. T... 


Ss 
St. Charles Mfg. Co.. 
Samson Cordage Works 
Sand's Level & Tool Co.. 
Sandvik Saw & Tool Corp. 


Savage Arms so, 
Schalk Chemical Co.............. 


Schatz Mfg. Co. 
Schlueter Mfg. Co.. 


Schollhorn Co., The ae 


Seiberling Latex Prods. Co. 
Sentinel Radio Corp... 
Sewerage Commission, The 
Shapleigh Hardware Co.. 


Sheffield Bronze Powder & Sten- 


cil Co. 
Shelby Cycle Ce. 
Shelby Spring Hinge Co.. 
Sherman Mfg. Co., H. 
ree 
Simonds Saw & Steel Co. 
Simplex Mfg. Co... 
Skuttle Sales Co. 
Smith, Inc., Landon P. ‘ 
Smith & Son, Inc., Seymour 
Smith & Corona Typewriters, 
L. & 


Socony- Vacuum Oil Co., act. 


Solvay Sales Corp. 


Southington Hdwe. Mfg. Co... 


Sparks-Withington Co. 
Speedway Mfg. Co. 
Stampit Corp. 
Standard Fence Co. 
Stanley Tools , 
Stanley Works, The 
Starline, Inc. 

Stearns & Co., E. C. 
Stevens Arms Co., J. 
Stewart Iron Works Co. 
Superior Fastener Corp. 
Swartzbough Mfg. Co., The 
Swift & Co. 


Syracuse Toolectric Mfg. Corp. 


T 
Tate Co., E. H. 


Taylor Instrument ‘Companies 


Tennessee Coal, 
Co. 
Three-in-One Oil 


Tobacco By-Products & Chemical 


Corp. ; : rey 
Toro Mfg. Gp. 
Townsend, B. 
Trico Fuse Mfg. Co.. 
Triplewear . ; 
Triplex Screw Co., The 
Troy File Works...... 
Tucker Duck & Rubber Co.. 
Turner, 
dle Co. 


u 
Union Fork & Hoe Co., The.... 


Union Hardware Co. 

Union Steel Prods. Co. 

Upson Bros., Inc. 

U. S. Plywood Co. Feat 
U. S. Steed Corp... .....cccess 
United Stove Co.... 

Utica Drop Forge & Tool Cor! 


Vv 
Vaughan & Bushnell Mfg. Co. 
Vaughan Novelty Mfg. Co., In 
Victor Electric Prods., Inc. 


Viking Air —aeatieg Corp ee 


Vita-Var Corp. 
Vichek Tool Co., The.. 


WwW 
Wagner Mfg. Co.... 
Wall Rope Works, Inc. 
Warner Mfg. Co........ 
Warren Tool Corp. 
Western Cartridge Co. 
Westfield Mfg. Co............ 


Weliedmease Electric & Mfg. Co. 


White Mountain Freezer Co. 


Iron & Railroad 


Day & Woolworth Han- 


Pp. 


c. 


Whitney Carriage Co., F. A..... 


Wickwire Brothers, Inc. 


Winchester ————e Arms Co. 


Windsor Wax Co.. 
Woodruff & Sons, inc. 4 H. 
Wooster Brush Co.. 
Wright Steel & Wire Co., 6. 


F. 


Y 
Yale & Towne Mfg. Co., The... 


Youngstown Pressed Steel Div. 
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D. P. HARRIS HOW. & MFG. COMPANY, INC. 


ROLLFAST BUILDING »+ NEW YORK. N.Y 





Automatic 
CAULKING 
GUN 





Tremendous _pres- — 
sure— very easy— —— Cj 
very fast! Perfect 


pistol-grip. Flow : 

stops automatically the instant trigger is / 

released — exclusive feature. Plunger rod jf 
d 


handle has 3-finger grip—usable as hanger, \ J 





Built for hard usage. Complete with 3 
nozzles. Four sizes. Model 810 comes with adapters 
for cartridge use without extra charge 





Order From Your Jobber—Or Write 
FRANK ROSE MFG. CO. (Dept. H-5), Hastings, Neb. 












IT’S NEW! 


When your customers see 
this New Jumbo Ouidoor 
Clothes Line Reel they'll buy 
in a hurry! They'll buy be- 
cause the Jumbo is_ the 
most practical reel on the 


market. It protects the line 
completely from weather 
and soot, can be moved 


about easily and is built for 

years of service. 

100 ft. of braided 

sash cord ... Ratchet holds 

line taut. IT’S PRICED 

FOR VOLUME SALES! 
Ask Your Wholesaler About Our Low Prices 


PATENT NOVELTY COMPANY 


305 Eighth Avenue Fulton, Illinois 


Capacity 





Makers of Bluebird Indoor Clothes Line Reels 


PCOLUMBIAN 











TJane-Marked ROPE 













The world’s most modern cordage plant, where Columbian 
Rope is made, uses only controlled quality fibre which is water- 
proofed and lubricated by the exclusive Columbian process. 
This is but typical of the care that is taken in every operation 
to make Columbian Rope as good as rope can be made. 


COLUMBIAN ROPE COMPANY, AUBURN, ‘The Cordage City” N. Y. 
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SILVER KING 
FEATURES 


Full polished head 
—even back of eye 


and under claw. 


No sharp corners — 


all ground round. 


Patented nail hold- 


ing device. 


Long eye—strength- 
ens and protects 


hickory handle. 


Head weight scien- 


tifically distributed. 


Contoured tough 
hickory handle 





gives betterbalance 








—more power— 


The yates eases effort. 
of the Tool Chest 


The Silver King, the finest of all hammers, is a builder of 
sound, good, quality business in hardware stores every- 


where. It is a perfect hammer in every detail, the best 





work of the oldest, since 1836, hammer makers in 
America. The Silver King, is truly a precision hammer 
that appeals to all lovers of fine tools. It has inherent 


brute strength to hand it out and to take it—everyday. 


Order a few dozen Silver Kings today and ask for a 
Cheney Sales Maker display and you will sell more 


hammers than ever before. 


HENRY CHENEY HAMMER CORPORATION 


Factory: Little Falls, N. Y. Maker display-demonstrator. 
Sales Office: 302 Broadway, New York City Shipped with a half dozen 


This is the latest Cheney Sales 


Cheney Nailers. Be sure and 


FOR MORE, MUCH MORE HAMMER BUSINESS STOCK THE 
get a Cheney Sales Maker 
9 bd t N F ¥ N A | LE R The Only Hammer working in your store—it will 
that Holds the Nail sell a lot of hammers for you 


HARDWARE AGE 























LOOKING FOR IDEAS? 


ANT to know how to build an effective 

selling display? ... your jobber’s sales- 
man can help. Are you hounded by manu- 
facturers who want you to feature their 
goods?... your jobber’s salesman can tell 
you what’s likely to sell best in your terri- 
tory. Wonder how much to buy for a special 
promotion? ...your jobber’s salesman can 
give you a close estimate. 


The man with the big book can give you 


practical, workable dependable advice on 
almost all of your buying and selling prob- 
lems... because they’re not new problems 
to him. Long personal experience has given 
him the answers time after time, careful 
training has given him the experience of 
others. If you'll take your problems to 
your jobber’s salesman, you’ll find him 
eager...and able... to help. 


Aluminum Goods Mfg. Co., Manitowoc, Wis. 


{isk Your Jobber’s Salesman ... HE KNOWS 
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1843- Suppieicn’s 98 YEARS OF HONORABLE SERVICE -1941 
YAM OND EDGE ana KEEN KUTTER 


Sar 


Csre 


They Are 
Built for Life-Time Service 
HOW DO YOU SELL THEM? 


Life-Time Service is a mighty strong sales appeal, and it is one 
you can truthfully use in selling DJAMOVD EDGE or KEEN KUTITER 
Shears. For these shears will—with proper use and care—give 
years of excellent service beyond the normal life of ordinary shears 
... Stress the Quality—and yes, the Economy—of DJAMOVD EDGE 
and KEEN KUTTER and notice how many sales go to these more 


protitable lines of famous cutlery! 


SHAPLEIGH HARDWARE COMPANY, ST. Louis, U. S. A. 


Shapleigh National Series No. 2353. 
HARDWARE AGE 











